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What The FoLLOW-Up Can 
Do For Vou 

_ 

PART VII HOW TO CONDUCT A FOLLOW-UP CHAPTER gg 

NO OTHER PHASE of correspondence or of 
letter writing is so little undetstood as the follow^ 
up. There is nolhing mysterious or difficult about 
iir-at the sa)ne time it is one of the Most Powerful 
enaines in the business world-^'-not only is it power-' 
fuiy bvi it will Pull Any Kind of a Load; it wiU 
work for any line of business. It will do educa- 
tionm work, get inj^ormation, locate prospects, sell 
goods, collect money and tighten the hola on dis- 
tant customers. This chapter shows what makes 
ihefoUovyup possible, how it can be used arid what 
it will do 

T Tf THERE VER there is a dollar tf be spent, or needful 

^ Y ^^<>i™A^<>i^ to ^ gathered, or a public to be educated, 

there is a place for the follow-up,*' says a mail-order 

man who has found in the postage stamp a modern Aladdin'^ 

bmp that lets loose the genii of imlimited powers. 

**Follow-up** is. the most elastic word in the advertising 
vocabulary. Its use is confined to no one business or class of 
business. It is universal. "Wherever men seek to dispose of 
wares; wherever sales are to be made, information secured, 
money collected, distant customers gingered up — there the 
follow-up can be utilized. 

There b a little hotel up in the Berkshires. The charm of 
the spot, its seclusion, or something, seems to make it a lodestone 
for bridal couples. Records are taken from the register as to 
this class of guests, and eleven months from the date of a couple's 
first visit a Uttle reminder of the hotel's existence is sent in the 
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6 WHEN THE FOLLOW-UP CAN BE USED 

shape of a suggestion that the wedding anniversary be spent 
where the honeymoon had waxed and waned. This letter 
proves its right to the title of "follow-up/* 

A cement manufacturer had a press-clipping bureau keep 
him informed of all failures in municipal concrete work within 
his freight range. When a failure was reported, the con- 
tractor received a letter which, while sympathizing with him» set 
forth the advantages of this particular brand of cement in a way 
that implied that the accident would never have happened if 
Sampson cement had been used. Municipal boards and other 
officers interested in the work also received diplomatic communi- 
cations designed to make them sorry that they had not before 
known of this good cement The quality of the cement backed 
up the statements made about it and this simple but unusual 
follow-up scheme alone, without an agate line of general adver- 
tising, raised the concern from twenty-fourth to fifteenth place 
in the sales-list of cement manufacturers within ten years. 

When a man asks what can be done with the follow-up, 
one word fully answers the question: "anything.** 

A short-time money-lender finds that a foUow-up sent to 
salaried men brings him all the business he can handle. 

An agent for a laundry in a district where there is the closest 
competition for business, uses the follow-up to secure new cus- 
tomers, particularly for flat-work from boarding-house keepers. 

Follow-up letters pay an enterprising rag- and junk-man, who 
announces the date ^his next call and the prices he will pay. 

A club for business men extends its membership and influence 
by follow-up combined with a personal canvass. 

A hospital using a definite method of treatment, found the 
follow-up profitably took the place of personal solicitation. 

An amusement outfitter found it added appreciably to the 
number of sales made on thirty-days* trial to conduct a whirlwind 
follow-up campaign to help patronage for the amusement de- 
vice being tried out 

The storage section of a metropolitan department-store 
found a follow-up sent to purchasers of valuable furs and cloth 
garments brought more business than all other business-getting 
plans combined. 

The uses of the follow-up are infinite; it is applicable for 
all lines and nearly every activity of modern business can be 
ftimulated by the recurrent appeal to the prospect 
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WHAT THE FOLLOW-UP CAN DO 7 
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The fvncHons of the foUovj-vp are almost unlimited and nearly every de- 
partment of buainess can apj>ly it profitably aa shown by this chart 
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8 SIX FUNCTIONS OF THE FOLLOW-UP 

■ r i r I I II ■■ ■ ■■■ ■ I . H I M , ■ • , ■ I i. ' i I . 

Generally speaking* there are six purposes for which the 
follow-up is commonly used: it maf be educational in its work; 
it may & used ta get information^ to gc^nquiries pi^rdeis* tp 
collect money imd to tighten the hold on the distant customer. 

There is no other educational medium that is more practical 
for most propositions than the follow-up» yet comparatively 
lew businesses appreciate its possibilities* It is in acting as 
a preliminary to tiie salesman that the educative follow-up finds 
its greatest field. Salesmen for pianos* sewing-machines, in- 
surance — men who ordinarily have to spend fully four-fifths of 
their time on wasted attempts to see the prospective customer- 
are able to cover twice the territory when a preparatory follow-up 
campaign precedes the canvass. Not only is a salesman able to 
see a larger percentage of prospects, but he can center his efforts 
on the fine points of the proposition and ''closing-up." 

A sewing-machine company, extending sales largely by means 
of local agents, found it was most advantageous to flood a terri- 
tory with educational follow-ups before an agent was sent out 
Then a- Icfbal agent was appointed, and supplied not only with 
advertising matter but with two or three skilled solicitors to go 
out in the field and get business started. This is the last letter 
prior to the appointment of an agent: 



Dear Sir: 

By thia tlmo you are faailiar with lewing maoliine aoon* 
oay and oonstructioa. 

Poes it not strike you that tho thing to do is to get aa 
good value in machine oonstruotion when you buy, as possible? 

Tou want wear— ease in running— no repair hills— the 
beat serrica possible. 

Cnder our guarantee plan of selling* you get ^his— OR 

YOUR UOUEY REirUHSZD. 

Pifteen days from today we will send you a valuabla 
coupon to apx^ly on purchase price, provided you purchase f rom tha 
agent whoae nemo ia on the value certificate. 

V^ry truly yours, 

BRogs 8£viiro irAcnxHB co. 

By% jQt ^2f*-*^»A*4-^. 
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TEDB USE OF '^INSPIRATIONAL*' LETTERS » 

The educational work begins .by introducing a new finn and 
an rousing interest in its products and methods; it should in* 
spire confidence in the facilities of the firro» in its goods and in its 
integrity and pave the way for the salesman. Finally it shouM 
maintain the CUstomer^s interest, keep hiin **lined up** i^d frans* 
mit enthusiasm through the mails that will key up the loyalty 
of the distant salesmen and dealers and customers. 

With every sale that is made there b a risk of losing the 
customer; something may go wrong with the shipment; the 
goods may not come up to Sie standard that he had set in his 
mind. In any of these events the follow-up can be called 
upon to maintain interest and educate the customer to con* 
tinued likinj;. 

The right kind of foHow-up» Hie kind that convinces* 
and anchors the customer firmer than ever to the house» is one 
of the most profita'ble letters possible. For the cost of getting 
the customer b frequently greater than, the profit on the 
first sale. It is the re-order that most fii-ma want; it b regular 
customers who pay dividends* and the follow'^up b the most 
potent agency in keeping them interested. 

It'b just as necessary to galvanize the dbtant dealer as it b 
the <&tant consumer* and taany jobbers now use follow-up let- 
ters to dealers covering such practical subjects as talking-points 
Tor Che ime; how, when and what assortments to buy; how to put 
goods (m dbplay, including special window* and floor-dbplays; 
prices to ask; how to advertbe the line; conducting special 
sales; selling for cash; getting ia the money; dbtribution of 
dlcuiars; keeping iradc of profits. 

Other houses use inspirational follow-ups to supplement 
the dry facts of the informational letter. Both are good. 

The inspirational follow-up b one which b pec^ii«ly fitting 
for the purpose of keeping the man in the field enthused and 
going. Tlie salesman, temperamentally as well as from the 
nature of hb wprk, is liable to iose several days a month from 
discouxagemeilt Thb takes a considerable toll from results* 
if it b not counteracted by the sales manager or home-offica^ 
Where the bidletin b too impersonal, the follow-up fits in* thank<i 
to its iptimacy* authority and personality. 

More and more it is becoming customary for a business to 
fo direct^to the source for tieeded information. As an instance* 
a Milwaukee firm manufacturing; electrical devices* bases ita 
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10 THE FOLLOW-UP THAT GETS INQUIRIES 

advertising campaign largely on information drawn from the 
sales-agencies in di^erent parts of the country* the salesmen io 
the field and actual users of the company's product. 

But this information does not come in on the first call, and 
it is necessary to follow up the original inquiry and put the 
request in various forms, and the advantage of answering, in 
various lights, before all the desired data is obtained. 

A business-device company sends out monthly, to it? men 
on- the road, follow-up letters of this kind: 



rear Mr. Phillips: 

Please write me concisely what argument you hare found 
most convincing when the prospect alleges the price of our #7 la 
too high for the amount of business done hy him. 

Iferely an outline of the arguments you ar» using will 
f considerately recelTed. 

Yours for business. 

J. B. LAWSON, 

Sales Ifanager. 



While the advertising and sales-departments are special ben^ 
eficiaries of the follow-up designed to get information, yet the 
credit department, collection department and buying depart- 
ments make use of these facts, especially such as relate to 
market conditions, operations of competitors, development of 
new territories, and so forth. In fact, any department of the 
business can reach out for information — ^and get it — ^by means of 
the ever-ready and adaptable follow-up. 

Another function of the follow-up is to get inquiries. Many 
cqncerns leave this entirely to the advertisement, but there are 
firms that have built up large businesses without using a dis- 
play advertisement, or traveling a single salesman. Ask the 
general manager of a wallpaper-book house what it costs him 
to reach the trade and he'll answer without hesitating, **Two 
cents a call." And the **two-ccnt-a-call" salesmen that he 
travels are bringing in the business at the rate of a million dollars 
every year in more cases than one. The man who calls on a 
decorator as representing one of these book-houses would have 
made a flying start toward being put down as an impostor, for 
since the inception of the business every sale, every complaint 
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^^ GETTING ORDERS DIRECT 11 

every order» every collection has been handled by Uncle Sam. 
Prospects are found, dead wood eliminated from the list and the 
sales are made through the follow-up. 

Circularization to get inquiries may be utilized most profit- 
ably by all concerns for, at least, one purpose, the "try-out" 
of a new proposition. When it is wanted to put on a "gum-shoe" 
campaign with little expense, the letter-method is the way to 
get inquiries. An advertisement would immediately attract 
all those interested in the same line and the business-getting plan 
might be disclosed to competitors before it is imder way. 

But by circularizing a list and following up the first letter with 
others, it is possible to secure a fairly accurate estimate of the 
number who will be interested in the proportion and to modify 
it or even discontinue it, if necessary before it is advertised. 

A second use of the inquiry-seeking follow-up is to get leads 
that may be turned over to a branch-office or to the dealer or 
local agent. Many inquiries reach the home-office that can best 
be handled by a dealer or local representative, and turning over 
interested prospects is not only the surest way of closing a sale, 
but it does more than anything else to enthuse a distant 
ckaler or agent and redouble his efforts for new business. 

Order-getting is the big function of the follow-up. It may 
be indirect, by bringing prospect and dealer together, or it may 
be the direct sale of goods — the method that removes the limita* 
tions to one trade zone and brings in orders half way round the 
world from the skirmbh line of civilization. The yearly earn- 
ings-report of half a hundred mail-order houses selling every 
conceivable line of merchandise and the great specialty houses 
and publishing concerns that carry on their work entirely by 
mail give eloquent testimony of the power of the follow-up to 
get business direct 

The corner druggist who writes a letter to his lady customers 
telling them about a new cold cream he is handling and tiie 
great mail-oi-der house with its 36,000-man organization and 
issuing Eighty volunjinous catalogues every year — retailers, 
wholesalers, manuiacturers, jobbers and mail-order houses 
they can all use the foII<^w-up to advantage. Because of the 
importance of this function of the follow-up it is treated at length 
elsewhere in its varions phases and angles. 

The follow-up is likewise the mainstay of tlie credit depart- 
ment, systematically bringing in the money from the distant 
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Ig POTTING VITALITY INTO THE FOLLOW-UP 

dealers* agents and eustomen on whom it wouU be entirelj 
tmpractical to have personal collectors calL How the Mlow-up 
is used in making collections is shown in Volume III. 

A final function of the follow-up is customer-handlii^(— » 
establishing a point of contact across the states, adjusting com- 
plaints, winning back lost customers, securing their good wiU» 
creating a feeUng of personal interest that means continued 
trade — ^more business — ^larger earnings. 

Despite the phenomenal successes that have been registered 
and the apparent simplicity of the follow-up, it b nothmg lesa 
than appalling to see how it is misused in the hands of incompe* 
tent correspondents. You might as well say that any man you 
send out can sell goods, as to expect a follow-up — just because 
it is a foUow-up^-to accomplish its purpose. Just as the sales- 
man must have a definite aim, tried and proved argument, and 
a well-defined plan of approach, so must the follow-up be shaped 
with "an idea behind.** 

The sales manager would discharge a salesman on the spot 
who tried to sell goods witk aitnless, disconnected argu* 
ments, yet he will waste his money on a follow-up that would 
be a signal for a blue pay-envelope if the same words came 
from the the mouth of a salesman. Follow-up must have a 
basis. Before the first lett^ is written the plan or proposition 
knust be determined on — ^not in a haphazard way, but by careful 
analysis, and every letter that leaves the mailing-room should 
be a logical continuance of the scheme or proposition it is based 
on. A man won't buy an automobile because it is speedy and 
handsome. Those are vital points, but the questions of durabil- 
ity, economy of up-keep, equipment, and so forth, all enter into 
the proposition, and these gaps must be filled to make the sale. 
True, all these arguments may not be necessary for one pros- 
pect, but they will be for another, and he is the inan that the 
last follow-up letter is going to sell. Unless every argument is 
hooked together — every space filled, and the proposition. or 
scheme behjind the whole thing is kept well in the foreground* 
the campaign is destined to fail. 

And another factor that enters into the success of the follow- 
up is the list to which the proposition is sent. Names must be. 
*'live" and judiciously selected* The campaign that will score 
heavily on one class of prospects will fall down on a second. 
The dead ones must be eliminated so that the postagi^stamp 
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WHY SOME CAMPAIGNS FAIL IS 

salesman will not waste time on names that do not represent 
either active or potential prospects. 

When every name on tiie lut is a live one» when every letter 
is right — ^then the returns that pour in make the factory-manager 
figure on his desk-blotter about putting in a night-force. 

In following up inquiries* it should be remembered that thej 
may be too cheap — of course sales can never be made too cheaply 
(providing Mr. Credits b at his desk) but inquiries that cost 
too little are frequently undesirable. The tone of a letter, an ill- 
advised offer, wrong lists — ^any of these things may be productive 
of inquiries that will triple and quadruple in sellmg-cost against 
inquiries that come higher in the first place. It is desirable to 
eliminate the curiosity-seeking appeal in the letter itself in 
order to guard against *Uoo cheap** inquiries. Then, on thd 
other hand, there is the inquiry that costs too much — is so high 
in price that the possibility of a profitable sale is precluded. 

There b a large publishing-house in New York that has 
long featured a set of books selling for $25. It can put an ad* 
vertisement in some of the so-called ''cheaper^' mail-order jour* 
nals and bring in a flood of replies that cost less than five cents 
eachr— 'but they are too expensive to sell; very few who write 
in can be sold a $25 set of books. Then, on tiie other hand, it 
can advertbe in certain ultra-conservative publications where 
the replies will cost $3 to $4. Here again the replies are too 
expensive, as the selling nSargin will not justify such a price 
for the name of a prospect 

If the follow-up does not pull there b some basic troul^e: 
the Ibt may be worthless, the letters may not be properly vmtten, 
or the idea back of them may be wrong — or a definite idea may 
beentirely lacking. You must learn to diagnose the trouble before 
you can remedy it Test out the Ibts, try out the letters, prove 
the proposition by the results on the try-out and you can evolve 
a strong, productive campaign. It means continual experi- 
ments and a willingness to retrace steps at the first sign of the 
wrong road, and the ability to direct the Hne of procedure— 
ft b tfiese things that have marked the hbtory of every success-, 
ful mail-order ^"^pflign. 
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Different Kinds Of Follow- 

Up And How To Use Them 

PART VII HOV TO CONDUCT A FOLLOW-UP CHAPTER gj 

TO MAKE the Ttiost out of foUovj-ups^ tJiey must 
he thoroughly understood — the different kinds and 
where they should be used. Tne continuous fol- 
low-up; the campaign follow-wo arjd the weat-out 
follow-^Pr each has its special Jeaturesy Each is 
Adapted FOR A Definite Puefose in business 
buildina and each has its limitations. The cor- 
respondent should understand the possibilities of 
each kirtdf when to begin using it, how to handle 
it — and when to stop. This chapter points out 
the difference in im three classes, shows their 
adaptabUUy and how they are successfully used 
in different lines of business 

AMILWAUKEB grocer, haying a steady trade remaining 
at about the same level, became interested in the land 
. business. As vice-president of a company owning a 
limited acreage of fruit land, he soon learnisd the possibilities 
of the follow-up. The campaign, put on by a high-grade 
promoter, was most successful; fully twice as much land as 
that on which the company had an option could have been sold. 
Immediately upon the close of this campaign the grocer 
decided to sell the goods in his store* by the same method — to 
put on a whirlwind campaign for trade along the line that had 
proved such a success for the real-estate proposition. 

Result: .the enterprising grocer was out the expense of 
his work, stationery and stamps — he even lost business in this 
Irade-getting attempt. 
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THE THREE KINDS OF FOLLOW-UP 15 

The reason? He made the common mistake of using 
one kind of follow-up where another kind only would do 
the work. His leal-estate proposition was successfid with a 
* Vrampaign** follow-up» where short time in which to purchase and 
arge returns on investment were both essential dements^ 
The grocery business* on the contrary, having neither of these 
elements in its imake-up, called for a "continuous** follow-up 
^— one which pushes constantly and conservatively for trade* 

Fitting the follow-up to the proposition determines the 
measure of success. Both the professional follow-up writer^ 
handling hundreds oif widely-varying letters for different lines, 
and the man who writes merely an occasional series for 
himself should understand the different kinds o{ follow-up and 
know where and how each kind should be used. 

In this age of scientific salesmanship and business psychol- 
ogy and other imposing ^sciences** that our fathers would not 
recognize by their new names, the unassuming little fbUow up 
aeems to b« a deep mystery, not only to the average man, 
but to business men who ought to know it outside in and back 
again. Even some advertising men have to screen their 
ignorance with (i veil of arrogance when asked about the follow- 
up, by saying that mere letter-writing is out of their line. And 
yet '^ere letter^writing'* has saved the day in many an almost 
lost business battle. ''Lack of knowledge of the simple ABC 
of the follow-up,** declares one man with wide experience, 
*1ies behind nine advertising failures out of ten.** Many men 
connect the follow-up in their mind's eye with enormous filing 
systems and complicated methods of tangling a prospect up in 
such a mass of red tape, that he is forced to hold still while his 
money b gently separated trom him. Yet the most compli- 
cated thing about the whole follo>w-up system is its name. 

Putting the definition dictionary-style, a foUov^up is one of 
two things: 

A letter, usually designed to sell goods, and one of a series 
forwarded at intervals. 

Or, the series itself, comprehending all of the group of 
letters, or other advertising matter. 

Follow-ups may be divided into three groups or classes: 

1. Contimunu: That class of follow-up letters sent out 
by a firm io keep itself constantiy in touch with its cus- 
iiotDem and prospects, announcing prices, seasonable offerings. 
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16 HOW THE CX>NTINUOUS FOLLOW-UP WORKS 

installation of new lines, season's greetings, with the idea of 
bringing to the notice of the prospect or customer certain facts 
r^arding the firm and its goods or service. 

2, > Campaign: That series of f oUow-up letters designed as 
a whole to interest the prospect and close the sale; each letter 
following its predecessor logically, pib'ng up arguments of inter* 
est, and leading to the climax. In tiie campaign follow-up^ 
lime is commonly an essential element, as the offer may lapse 
or all the commodity offered may be sold or the expense may 
make the business unprofitable. 

S. Wear-Old: That class of follow-up letters, each designed 
to make the sale, repeating the offer, placing it in different lights 
and forms of appeal, continuing as long as the returns from 
each letter are sufficient to make it profitable, until the list b 
exhausted. 

The continuous foUow-up b the salt and sugar of the busi- 
ness-getting world. It is as staple as calico in a country store. 
Any institution which conducts a legitimate, permanent business 
can employ the continuous follow-up. The firm whose trade is 
staple can extend that trade by staple means. 

A druggist, crowded out of his corner location, was obliged 
to take a store two doors north of the corner on a side street 
His campaigning-by-mail experience began with a simple 
announcement of his change of location. From time to time 
there came to him reasons why it was to the advantage of his 
customers to patronize him. These reasons he put in the form 
of follow-up letters. Through the trade-getting qualities of 
these '^continuous" forms this druggist has practically tripled 
his trade. 

The series featured these pomts: 

Letter 1 : Change of location because of rise in rental. 

Letter 2: Stick by your druggist, for to him is entrusted 
that which is most precious to you — ^your health. 

Letter S: I am going to make it to your advantage to come 
"the extra two doors." (Accompanied by coupons good for 
one week — one cent on ten-cent purchases; two cents on twenty- 
five-cent purchases, and so forth). 

Letter 4: What's the reason that my trade is staying by 
me? (Prizes for best answers). 

Letter 5: The reasons why my trade sta;p by me^what 
my patrons say 
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ING NAME AND GOODS BEFORE PUBLIC 17 

Letter 6: Continuation of No. 5. 

Letter 7: The pure drug question: why we must handle 
011I7 pure» besh drugs. 

Letter 8: How we can fill any prescription. 

Letter 9: Why our expenses are small — and how you profiL 

Letter 10: We like U> have you drop in "for that minute**— 
and why. 

These letters continue indefinitely as long as the seller has 
some new point to make» some fresh goods to sell. 

What is possible for a druggist on a side street b possible 
for any maQ handling a standard line. Groceries, dry goods* 
clothing, boots and shoes, hardware, plumbing, banks — ^all 
these and similar lines can use the continuous follow-up as a 
legitimate part of advertising expense. 

As an example of one of a series of continuous f oUow-ups 
which brought business in the retail line, is a letter put out by 
a hardware dealer in a town of twenty-five thousand. From 
six to eight hundred were mailed every six weeks for over two 
years. It was accompanied by an illustrated list of timely goods : 



Sear Kr. Smith : 

Vhen you think of hardware, we Tenture to say that you 
think of BURT0H*8. 

Vor the fira of BURTOH'8 has heen associated with hard* 
vara needs and hardware satisfaction in Wellington county for A 
period of thirty-four years. 

Pretty consid6ral)le length of time for a "business to 
run— 'and OROW, don't you think? When TOUR excellent business 
has reached that age you'll feel like celebrating in some way. 
OUR way is to concentrate upon twenty-five or thirty items that 
you are sure to need» and, without shading the quality because 
of the lower price, assure you that you can keep one dollar out 
•f OTery five IV YOUR POCKBT when you buy from this list. 

Read and consider the attached bargain list and remea* 
ter lf-lt'8 hardware it's at BURTOH'S. 

Very sincerely yours, 

BURTOH'8. 

By x?^^^5^^<^.'6^ 

ICanager. 
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18 EXAMPLES OF ^'CONTINUOUS*' LETTERS 

Another business that lends itself to the use of the continu- 
ous follow-up is banking. The banker cannot offer any spe- 
cial inducements— like ttie merchant — either in price-reduction 
or *'more goods for the same money/' His plan by which to 
get business must be even, continuous, keeping the name of 
his bank before the desirable prospects and emphasizing its 
cdnveniences, solidity and facilities. 

A western banker in a town of twenty-five thousand used 
a. '^cashier^s letter" as a continuous follow-up. It was sent to 
a list of six hundred select names and was instrumental in open- 
ing over three hundred accounts: 



D«ar Sir: 

X wish that X oould hrias hose to eTery naa, woaaa and 
child in 7iIlfflor« county the henefits which come f roB a saTlncs 
account in a hank which is known to hs conserTativs and ao- 
coBUBOdatins. , 

7irst of all OTory dollar that you put in a hank helps 
the coBBunity in which you live hy circulating — heing spent— in 
that coBBunity. 

Tor it is Just the saBS with Boaoy as it is with f'aTors. 
VsTors are of Talue only as they are done for you or you do them 
for SOBS one else. • VaTors undone do no one good. SiBllarly. 
Bonay that is kept out of circulation is of no use to a cob> 
Bunity. The ainute it gets into circulation it helps you. Tour 
husiness. your neighhors and your friends; all get the henefit 
froB the dollar which you save and put in the hank. 

Hoarded Boney is idle Boney. Idle Boney is Just as Buch 
to he ahhorred as an idle person. Put it in the hank and the 
hank puts it in circulation — lends it to people who need it— and 
uses it as a hasis for favors against which you cem draw. 

This is one of the henefits of a hank account— cobs 
into this hank and talk over soae of the other henefits. Tou 
vill he surprised to find out how Bany ways there are of honefit- 
Ing yourself hy havlog aoney iu the hank 

Very truly yours. 



Cashier. 



The manufacturer, jobber and dealer all need to keep items 
and prices continuously before the customer. To do tlus caUs 



Digitized by 



Google 



WHICH KEND OP FOLLOW-UP TO USE 
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f-CONTINUOUS- 



KINDS OP 
POLLOW-UP' 



^CAMPAIGN • 



L 



WEAR OUT« 



MCTAILCflS rOPI 
PICMINOCfIS ANNOUNCC* 
MCNT9 or •ALCS KTC. 
PU9U9HCII9 •OUCIT 
I NO •UBSCIIIBCfIS AN 9 
AOVCNTISCRS 
MCAL C9TATC OCALCNS 
rOR AOVCNTISINa CITY 
ON FARM LANDS 
MAIL ORPCR HOUtCO 
rOR KCCRINO IN 
TOUCH WITH DtOTANT 
CUtTOMCRO 
MANUFACTURCRS FOR 
EDUCATIONAL WORK 
WHOLC9ALCRS FOR AD< 
VCRTfSINa STA^LCS 
RANKS 
LAUNDRIES 
LUMSERMEN f Oil QEN- 
RAILROADS .ERAL RUS* 

HOTELS LICITV 

RESTAURANTS 
^RRINTERS 

"real cstatc oealcrs 
IN DisRosiNo or OEn • 

NITE TRACTS 
INVESTMENT HOUSES 
SELLING LIMITED 
STOCK OR SOND ISSUES • 
DEALERS IN SELUNG 
SEASONABLE GOODS 
MANUFACTURER IN 
.SELLING LIMITED ALLOT* 
MENTS 

ruslishers in making 
advance offers 
manufacturers and 
dealers who 
continue follow-up 
juntil prosrect buys 

"insurance companies 
and solicitors 
mail order houses 
selling specialties 
puslishers 
correspomdencc 

SCHOOLS 

MANUFACTURERS AND 
WHOLESALERS PLACING 
SPECIAL ARTICLES 
TELEPHONE COMPANIES 
GAS COMPANIES 
ELECTRIC LIGHT 
COMPANIES 



A duoH sfuming the kinds cf follow-tip adapted to different businesees 
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go WHEN THE ^'CAMPAIGN " MAY BE USED 

for oeither the exercise of persuasion or campaigD methods. 
A simple form of announcement sent at intervals-— for it must 
be brought to the customer's notice with regularity — does the 
work. This is the simplest iorm of the contmuous follow-up 
and one of the classes that is both economical m cost and sure 
of results. It may be nothing more than an mvitation to call 
and inspect a new hne of goods or it may quote pnces and de- 
scribe certain products in detail. 

**Often it is possible for a business to use both continuous 
and campaign f611ow-ups/* says the manufacturer of pianos. 
"The continuous follow-up, in our busmess particularly, corre- 
sponds to pubhcity advertismg, the campaign follow-up to 
direct advertising. A certain percentage oi our receipts goes 
for the purpose of burning the name of our piano mto the minds 
of the people; a stiU larger percentage is spent in busmess* 
gettmg campaigns such as piano-contests« and so forth. 

'*ln bringing the name of our piano before the people, we 
use thousands of contmuous follow-ups. These constitute a 
part of the publicity side of our marketing. While a certain 
percentage of sales must necessarily result from this class of let- 
ters, the campaign follow-up is looked to for results that can 
be keyed and traced." 

As the designation ^'campaign" implies, each letter in this class 
of follow-up does not stand alone, but is a umt in a definite 
busmess-getting campaign, it is a part operating in conjunc* 
tion with more or less complicated, onterrelated parts. 

A business-getting campaign employs advertisements, book* 
lets, circulars, follow-up letters, all to one end: to accom* 
plish a more or less defimte purpose within a certam length 
of tune. This tune may be indefinite, as when based upon 
the. closing out of a line, which, when sold, cannot be renewed. 
Or, it may be based upon the number of returns, ceasing auto- 
matically when the cost of the campaign can not be paid out of 
the profits from orders. 

Again, the campaign may cease because of the lapse of in- 
terest as when a leading statesman bought a large tract of land 
in one of the newer states, the land campaign based upon this 
fact was limited by the time m which mterest could be main- 
tamed in the ''leading statesman*' talking point 

Similarly, when a noted actress was mterpreting a character 
which caught the pubUc fancy, an enterprising manufacturer 
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WHAT THE "WEAR-OUT* WILL DO 21 

" ' " ' ' ' " " ' ' ' ' ' ^ 

of pleasure boats based a series of campaigii follow-ups on the 
fact that a boat selected by her bor^ the name of the character 
she was then so successfully interpreting. 

The campaign may be limited by some premium offer 
as when a company selling irrigated lands m Washington 
spurred up its sales by offering a certaih number of apple trees 
f^ to the first hundred buyers. This inducement wjas the 
basis of a special campaign. 

Then there may be a campaign follow-up that ends when 
the prospect buys or for some other reason is put of the market* 
Where some big impi^vement is contemplated such as the 
construction of a large power plant or the equipping of a mine 
or the installation of an irrigating system manufacturers rein* 
force the work of salesmen with a letter follow-up that continues 
until, the prospect makes his contracts. 

The campaign follow-up turns the intangible ppportuni^ 
into tangible returns. An event takes place— the shrewd man* 
ager recognizes it as a happening upon which to base a f pUow-up 
campaign. A special item in a manufacturer's line proves a 
success far beyond expectations — ^here is an opportunity for a 
campaign follow-up. Public interest is roused to a high pitch 
by a new invention — a chance for the campaign follow-up. 

Campaign follow-ups originate in most cases from timeli« 
ness— from opportunity, but so great is the business-getting 
power of a good sales letter that a series of campaign letters may 
be put on to advantage at any seasonable time. 

The wear-out follow-up is the personification of level per- 
sistence. It is adapted to the sale of articles that are the same 
in style and in price year after year. The best examples of 
wear-out follow-ups are in the sale of standard books» musical 
instruments* typewriters and equipment on which the price 
does not fluctuate. 

The principles governing the use of the wear-out follow-ups 
are based on the experience of those office salesmen who *'comb 
the list" relentlessly, so extracting the last possible dollar from it 

The wear-out may be used not only in disposing of standard 
products but it may be introduced as the finishing series of a 
campaign to dispose of the surplus stock. Its success depends 
upon new angles of presentation, new approaches to the pros^ 
pect's interest, easier terms, of payment or some appeal thai 
will take hold. 
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j» WHEN TO END A SERIES 

It is necessary to watch the record-sheet closely in order to 
stop just as soon as the returns fail to show a profit Each 
mailing must show a profit for the aim is not for general pub- 
licity as in the continuous follow-up, or to work the reader up 
to a climax as in the campaign foUow-up. As the name sug- 
gests, the plan is to keep hammering away at a list of prospects 
until it is worn out — not worth the cost of another mailing. 

Another thing to be kept in mind is to guard against demor- 
alizing the regular trade, undoing the work of previous campaigns 
or making future campaigns difficult or impossible. 

The only guide to whether a wear-out series will pay is the 
record of returns of past wear-outs, where these are available. 
Where these are not, it is possible to determine whether or not 
a wear-out series will pay by going back over the records of 
the campaign follow-up and noting whether the percentage of 
returns has been abnormally high or low. In either case, a 
wear-out is advisable. High i^turns show that right methods 
are being used and that there is more money where considerable 
has already been secured. Where the returns are low, the more 
expensive campaign can be abandoned and the less expensive 
wear-Qut substituted. Thb may eventually show where the 
campaign was faulty or determine what Hnes to follow in future 
business. 

^'A successful wear-out letter showed us along what lines to 
push for future business," says the manager of a firm selling 
cement-mixers. "For several years we have put on one or two 
campaigns a year in order to clean up stock on hand. Out of 
machines sold by the campaign, one or two items would come 
back. We rely on our wear-ovt letters to sell these. But» 
as a by-product, one of our wear-out letters produced such re- 
sults that not only our campaign letters but our advertising matter 
has been made to conform to the particular plan of selling used 
by that particular letter." 

It is to be remembered that unlike the continuous, the wear- 
out cannot rightfully be charged in part as publicity advertising 
expense. The former always creates a head of advertising 
value; the latter may not The enterprising dealer who puts 
out a line of convincing continuous follow-ups is pretty sure to 
get advertising as well as direct returns. But the business 
which puts on a wear-out series may get only a small 
advertising value from them. 
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LEAVE THE WAY OPEN FOB A "COME-BACK" 23 

The warning to guard against demoralizing trade through 
the use of the wear-out series, caib for close observance. The 
skilled follow-up writer will always leave the list so that he can 
come back to it again and again on either similar or different 
propositions, after a reasonable lapse of time. One class of 
wear-outs acts as the special sale is said to act» by breeding a 
class of sale-followers who wait until ^'bargain da/* and can 
neither be coaxed nor driven until they feel satisfied that the 
last inducement has been made. Occasionally, too, some one 
may deliberately demoralize trade conditions by means of a 
series of wear-outs which, when they fail to puU, are used to 
loll competition for similar propositions*^ 

No matter what kind of a follow-up is used, every letter 
should leave the way open for a come-back. Some time the 
seemingly dead prospect may be active and it is the part of fore- 
sight to leave him in such a frame of mind that negotiations 
can be opened up again at any time. 

There is nothing mysterious about the different kinds of 
follow-up, but the correspondent who hopes for big returns 
should understand clearly thet nature of the three kinds and 
know which one is best adapted to his pftrticular proposition* 
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How To Handle ARGUMENTS 
In The Follow-up 

PART VH HOW TO CONDUCT A F0LL0W»UP CHAPTER 27 

IT IS NECESSARY to approach prospects fr^ 
different angles^ resort to different attenitonrgetting 
schemes^ and present attractive indticementSf but, 
after all, it is the Arguments you use that land 
trie orders— the logic — tJie reasons why. The great 
weakness of so manyfoUovhup campaigns is ANn- 
CLiMAX^tnefirst letter is reasonably strong , but the 
succeeding letters, instead of increasing in strength^ 
become weaker — the arguments are ruA harwled 
effectively. ^ This chapter takes up the u^e of tal]c- 
ing points in a series of letters, shows how they 
should work up a prospect* s interest to a climax 
arid finally gethis order. 

IN your mail this morning there was probably some propo^ 
sition that interested you more or less. Possibly you had 
answered an advertisement, and this letter gave you the 
information you were seeking; possibly you were on the point 
of ordering when the telephone rang, or the next letter caught 
your attention^ or some one came into the room — ^and the letter 
was laid to one side for consideration at some future time. 

Tomorrow morning other letters will be presenting their 
messages, and the day after more letters will make a bid for 
your attention. Gradually this proposition will be crowded 
out of your mind until you receive a second letter a week or 
ten days later, but instead of reviving your interest, the 
letter will likely rehash some of the points that were 
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THE FOLLOW-UP SHOULD BE A GROWTH t5 

made in the first letter and remind you that you hate not 
ordered — something that you know as well as the writer — and 
each following letter will beweakei'and weaker— the arguments 
will be more and more diluted. 

Finally you will buy of another concern that presents its 
proposition logically, with talking points that increase in con- 
vincing power until you are persuaded and ^write your nam€ at 
the bottom of the order blaiJc, 

Just as a lack of the proper Arrangement of the parts of a 
letter will weaken a message, so the lack of effective arrange- 
ment in the different letters will take the life out of a proposition. 

So in considering arrangement in tlie follow-up, there are two 
general principles to be considered: placing the points in the 
series, and placing the points in the individual letter. 

There are some products that can be marketed by a 
campaign that is worked out entirely in advance. On staple 
goods where price or quality make up the principal talking 
points, the series of letters may be prepared beforehand. But 
with the majority of propositions, the follow-up should be a 
matter of growth; it should be developed from week to 
week. Arguments may' be tentatively arranged but experi* 
mcnts should be made to test out their pulling power and to 
determine the most effective arrangements. Only the be* 
ginner tries to put on a big campaign with a complete ^et of 
*hand-me-down* form letters. 

One successful correspondent has become convinced that in 
his follow-up, embracing six letters, he must have one main theme 
for each letter^ and at least twelve good talking points subordi- 
nate to, but in general line with, the central thought. 

This arrangement is very different from his original series. 
His whole follow-up has been a growth; it has been changed 
and rewritten time and again until it rej^resents the strongest 
possible arrangement 

His series now is made up in this way: 

General tlieme: '*Our product enabled you to make more 
money with less work." 

Letter No. 1 : Our product actually saves you money. 

Letter No. 2.' Our product has saved other firms a great 
deal of money. 

Letter No. 3: To get the results mentioned in one and two 
the investment you will be required to make is not too large« 



Digitized by 



Google 



ga ACTUAL ARRANGEMENT OF A SERIES 

Letter No. 4 : Specific plans by which payment for the device 
may be made out of what it saves. 

Letter No. 6: Summary of preceding talking points, with 
the addition of new point: durability of product 

Letter No. 6: Summary of preceding letters, emphasizing 
the fact that there will be no reduction in price; a new argu- 
ment presenting figures to show that during the time which has 
elapsed since the first letter the device might have been paid 
for out of savings. 

The twelve subordinate arguments deal with comparative 
simplicity of product, wide range of work done by it, ease of 
operation, age and 'reliability of organization and a number of 
points hammering home both directly and by oblique presenta- 
tion the fact that the product is the best on the market 

That the arrangement has much to do with the success of 
Ihb series is shown by the fact that changes in thb arrangement 
have invariably low^^ the pulling power. 

A manufacturer of gasoline engines knew the manufacture 
Itnd sale of his product from hb apprenticeship days. He was 
a forceful field salesman but his letter campaigns did not sell. 
Believing that there was a sale for hb product by mail, he dic- 
tated, exactly as though he were talking to a prospect in the field, 
ell the points he could think up. Then, getting together a bunch 
of local prospects who were in the market, he asked them to 
pick out the arguments which appealed to them as most 
convincing. 

-Sixteen of the nimiber placed three talking points at the 
bead — ^these were made the lead arguments of the series. Other 

K>ints ranking secondary in the contest were used either io 
ter follow-ups or as secondary arguments in other letters, 
Tlie manager was shrewd enough to guard against the fatal 
'^tapering oflT' at the end of a campaign, so he took hb best 
dosing points, which had stood him in good stead in the field, 
and used them for the final paragraphs in the letters and the 
final arguments in the series. 

To get the outside viewpoint, he went once more to the same 
group of prospects and asked them why they were actually 
going to buy hb engine. Any reasons which were not the same 
as those on hb Ibt— -for the most part they coincided— were used 
in tfae'*middle'* letters of the series. 

Tbia was Uie final arrangement of the series: 
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HOW ARGUMENTS ARE TESTED OUT t7 

General theme: ^'Absolute dependabOitj of engine. It 
always nins/* 

Letter No. 1: What we claim and prove that the Sun 
engine will do for you. 

Letter No. t: Why the Sun engine always runs. 

Letter No. 8: How unskilled workmen have succeeded in 
running the Sun engine to their satisfaction. (Accompanied by 
Eacsimile testimoniids.) 

Letter No. 4: Offer to submit plans for using the engine in 
the prospect's business so as to save its cost (Accompanied by 
plans showing how engine is now actually in use.) 

Letter No. 5: Ways in which the Sun engine is used— how 
you can use it. 

Letter No. 6: Isn't it time for a trial ? (Accompanied by a 
special trial blank emphasizing the refund privileged 

Letter No. 7: Summary of preceding points (a five-page 
letter with special emphasb on guarantee and refund.) 

Letter No. 8: *'No chance to lose/' summary showing how 
the buyer takes no risk. Special stress b placed on ease of 
operation and money saved while the engine is in use, and 
emphasis is placed on the offer to refund money if» for any 
reason* the engine is not satisfactory. 

This arrangement was the result of consultation with pros- 
pective buyers and actual selling experience in the field. It is 
apparently a strong arrangement as variations.have failed to pull 
as satisfactorily. These two illustrations show how important a 
logical arrangement is; haphazard methods, will not make the 
big scores. 

And when it comes to distnbuting the arguments in the 
different letters, guard against an anti-climat. Remember the 
clever salesman who called on you yesterday, how he held in 
reserve some clincher that he sprung when he saw you were 
almost^ persuaded and how that strong reserve argument put 
your name on the dotted line. A soutibern land company got 
a line on its strongest talking points by requiring every salesman 
who closed a deal to fill out a Une on his report blank: 
•The argument that sold this land ' ^ 

On this space the salesmen were instructed to enter the one 
particular point which, in their opinion, had sold the land* 
Only sales reports (not call reports) asked for this information 
as it was reasoned that only the talkimg points that actuaUj 
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£S SAVE SOME ARGUMENTS FOB THE LAST 

brought deals to a head were wanted. These blanks proved a 
mine of information, not only giving the office new angles on the 
business but enabling correspondents to classify arguments^ in 
order of strength and this resulted in rewriting or rearranging 
the entire series of follow-up literature. The sales made by 

{elter, immediately increased, proving once more the necessity 
or arranging talking points according to their pulling powei^. 

The great weakness with most follow-up campaigns is that 
the correspondent exhausts his big talkmg points in the first 
letter and then has to warm them up or write about non-essentials 
in subs^uent letters. It may be necessary to cram the first 
letter full of selling talk if your product is some low-priced , 
article, for then the margin of profit will not justify a campaign 
and unles9.Uie article b sold in the first letter the prospect is 
passed up. 

But the correspondent who has been selling a fountain pen 
for one dollar must not try to use the same methods when he 
goes with an automobile concern putting out machines at $1,000 
or .$1,500. One man who made such a jump crammed all his 
big arguments into the first letter, overlooking the fact that the 
sale of an automobile Js a matter of education. After some 
costly experimenting which resulted in the loss of many sales, 
four strong letters made up the series: 

fetter No. 1: Reliability. 

Letter No. 2: Initial cost. 

Letter No. S: Cost of operation and maintenance. 

Letter No. 4: All-around serviceability — safety, speed and 
comfort 

Supplementary m.atter took the form of circulars, mailing 
cards, testimonials,, records of achievements in contests and so 
forth. The day a prospect was sufficiently interested to reply, a 
personal salesman was put on his trail but the preliminary, 
educational work was carried on by letters. And it was not 
done by one letter; it was a series in which the strong arguments 
were presented in the most effective order. 

Then, the correspondent should make sure that he is using 
arguments and not mere assertions^ Look over the mail that 
conies to your desk tomorrow morning and notice how many 
letters are filled with assertions, statements, claims. It is strange 
how many letter writers Overlook the necessity for facts — ^logic— 
**reasons why " 
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ASSERTIONS ARE NOT ARGUMENTS 29 

Here is a- follow-up letter sent out bj a lai;^ concern that 
is a fanjuliar type: 



Dear Sir: 

"On -6eptem1)er 18th we quoted you a epeoial price of 
$6.00 each, f.o.b. CleTeland, Ohio, on our 3-eallon poliehed 
copper Champion fire extinguisher, hut up to the present writing 
ve have heard nothing further from you regarding this matter. 
«nd we wish you would let us know whether the price is satisfao^ 
torj, and whether we may he favored with your kind order. 

Tours most sincerely. 

7EZ JOVZS XAHUPACTUBIHa CO. 

■27 3f <i? yjJU^^^ 

Secretary. 



Not one line of salesmanship; not a semblance of an argu* 
ment; not even a poor reason for buying a Champion, or a bald 
claim as to its superiority. One can imagine the manager vig- 
orously insisting that fire extinguishers "can't be sold by mail.'* 

If the correspondent is one who looks behind the surface of 
things, he will learn that arguments which produce the best re* 
suits observe the laws of direction, of structure and of force. 

The law of direction requires that different arguments should 
work along definite, specific lines so that they will all aim at 
one poiiiit, just as the man selling gas engines brought all his 
argoments to a focus on the point of "absolute dependability." 

The law of structure deals with the arrangement of arguments 
so that they are clear and follow each other in such a way that 
the reader is lead along, every letter adding fuel to his interest. 

The law of force deals vidth intensity and may come from 
airrangement or presentation or both. Style is essential to force 
but words and sentences will not take the place of arguments. 

Test the argument to see that it really is an argument — ^that 
it explains or proves or persuades. If your product is a 
specialty or a luxury your arguments must show, a man why 
he should buy it; if it is a staple, you must show him why he 
should buy your product in preference to others. Show him 
where he can buy, how he can buy and. why he should buy— 
these things are arguments. 
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Finding NEW ANGLES For Ap- 
proaching The Prospect 

PART Vli HOW TO CONDUCT A FOLLOW-UP CHAPTER gS 

IN MOST maU-^yrder campaigns the correspond' 
ent is trying to market a specific product; there 
are certain definite and limited argumenis that 
can be ttsed in presenting it. The problem of 
the correspondent is to use these argumenis in a 
way that will CONNECT the Product v}iih tlie 
Prospects Needs. Bui while the real argumenis 
may be limited there are an infinite number of ways 
of using them to relate the prodvxA urith tHe indi^ 
vidu^. Different prospects must be approached 
from different angles; the point that appeals to one 
may leave no impression on a dozen others and 
frequently the SUCCESS of a Follow-up is Deter- 
BiiNED by the Number of New Angles /ro??* which 
a proposition can be presented. How to secure these 
angles and apply them is the subject of this chapter 

ONE Wednesday morning a storekeeper io. southern Texas 
was leisurely going through his mail. Letters were 
opened, glanced at» and thrown aside. Suddenly one 
seemed to hold his attention. He adjusted his glasses and 
Thread the letter carefully, and then slowly dropped it in the 
waste basket Five minutes later, he came back and picked it 
up» smoothed it out, read it over again thoughtfully, and laid it 
away in his desk. That evening as he and his wife sat by th^ 
lamplight and watched their littiie boy playing widi hb blocks 
on Uie floor, he reached into hb inside pocket and drew out the 
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THB APPEAL THAT SECORED THE ORDER SI 

letter, and laying it on the table, said, *'Jeannette,^ I ana gcnng 
to buy one of those cash regbters/* 

The silence that ensued was broken by the woman's voice: 
^lExm, they cost a lot of money.*' 

His answer was immediate: "But I must have one, I don't 
want my boy to be a thief, and I don't want to make any other 
man's boy a thief. Give me the pen and ink." 

Anci while he was making out the order fpr a cash register, 
his wife was reading the opening paragraph of the letter which 
had made the sale: 



"If toffld nan should make your boy « thief— 

"Veellng as you do about your own ohild. .«by do you 
leaTO that open, unproteoted oash drawer in front of your olerka 
— other nen'o hoys. They know you have no oheok on your oash and 
If one of thea steals WHO IS TO BLAMS?" 



This particular merchant hod been called on and demon* 
strated to by a dozen different cash register salesmen. He has 
been listed finally as an "unlikely" prospect One time the 
company's star salesman had spent a day with this merchant* 
He had made the most appealing solicitation of which he 
was capable, yet his man remained unmoved. To the salesman's 
appeal to protect himself against thievery, the answer was 
^ical of the small town storekeeper, who believes that all men 
are honest until they are proved otherwise. Hb attitude was so 
discouraging that when die salesman entered his name on the 
daily call report sheet, two big black letters went opposite it— 
**N. G\" The human salesman had set this man down as 
impossible^ to sell. 

The machinery of the follow-up of this cash regbter company 
grinds just as exceeding fine as the proverbial rniUs of the gods. 
Good, bad, and indifferent — ^all names on the prospect list go 
into the hopper, for the advertising system, as well as the sales 
system, of thb company, has but one motto: *'£very man can 
be sold. We are going to sell every one." 

The letter that made the sale was the twentieth the merchant 
had received, but it had touched the right button at the right 
time and forth came the order. And the simple, unassum- 
ing follow-up wiiicb does the seemingly impossible* in a quiet 
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HOW NEW ANGLES ARE USED 



1KU » A. « t.. eiKHuri. 

tiM «. « t. «lwl*Ml* koM* c««w« 2 «aUr* cttf 
H>eto~— U» aooA* u 1> «irf«rMt vutM^**- 
ti*f* lOGO fWt l * -e w t Mi «f«ratM S (•«i*r:M-. 
kM knack •IdcM u tm Ikrft «i4 ritn* Mtk 
rMlMM kMfT > h at St atkar bvyar*. 8h4t« 
ftM»tlr~9«)* w*k— 4t«Mimt* *11 It* ki;i«. 

■I. M«u»~ruAtae Lmn— 

4S |Mr* •«• A. « D. h*« •nlr |X.«00 m4 • MaU • 
3 atary kvlUlat— ^t la tka lint IS yaara A. A 
•. aaMA % tiaaa. A iraara ac* A. A r. k»Ut thia 
kaUAUV— aaat |800«000~kaa 600.000 a^i^ra laat 
af Oaar aaa t a M Airrarant AavartaMta. 

-nt A. wiiiik-PTriff ufltcn aoaii^ 

fka »»Mn. A. A 0. vara aat liuns.* Tkay ImA 
•a aafatlal UCt— tkey haA aa 'CISCM* oa aafer.a'a 
tnAa. fkara.aara aaay.atkara Aa Ua iltX Um-. 

Ml Ml. BT flT— 
Bu«*a kaa UlMifyaaa^i.akila atkara aaM tha a«M 
kick «Mllty at aarekaaAlaa tkat A. A 0. aaXA— A.' 

A B. SOU It csurat. 

Tkat' a tka Oaa aiiA OAT aay tkat aaf fcaaaa aaa 
sal kuaicaaa. That* a tka UC ar,< o::lt aay that 
A.A B. vUl-m ta sat. low t\.»iM: 



Ikae aay MS Ifeaaa la a Te«a (r9«a Sioca tkaa 
AU tha OTIBX Heuaaa— that avaa ■vanoA yaara a- 
kaaA at It— It eartalaly aitat mmi '.hat that heuaa 
kaa teA tka BXOOTST TMSS »ri it • caLT aay that a 
kaMa aaa sat (Aa BIOCTST run la to eriar tha 
Sicom tWUCOXTTS-aaU tha -SAIS tHirs* akaa». 
ar ttea OMM aall it. A. A S. 'a la tha tlVXSt 
toaaa la Claclaaatl aaA It thara raall? aara aay 
oraR kaitaa t^t at faraA any BIGCER laAuaaaaata 
ttat Raiwa aaalA U tka SICGS8T. net A. A » 



UTTcaMo a 

Baa't lat 11? kauaa ttal tkat it kaa • 

mWKlt an 1DCR traAa. 

C«a<t lat any houia caaalAar TOO aa 'Sura.' 
Maka tka kauaa yoa 00 kyy tnm W» your traAa 
aack tlaa. avar aaA a«ar atain— )«at aa yau acta 
yaw clarka «U tktlr rwcCTIOB. Oaa*.t kuy •^•t. 
a SBCOIB tlaa frea AST houta kaiara yna ha<ra aaaa 
OTm kaaaaa tigMf at "flkita Baat* far yaar 
arAar. 

A kauaa ttet eoaaicara yau aa OWt_eay aet 
tklak It. naeaaaary ta (Iva yeu tha LOWEST yncaa 
that aaathar bouaa vaulA. ta gat yo« to trad* 
MU It. Ut A. A B. aaaA yaw THEIR yncaa. 



tiTTta N» a 



tU. iMaaa «tU VKSiXa lo aa«a yaa aanay 
SoM aay, *Wa kava a (raat tufuc tom»r.» Othara 
•ar« «la Alaeauat aur kllXa.' fut TOO laak tor 
tka laiwa fitet'aay*. "IE TA0 T)S VUtt morXT*— 
tiMt'a tka OOIT kauaa that raally vUl aall 
CHCAPCX. Ht 45 raara A. A B. aava Aaaa kualeaaa 
aa •■ •nCAU. rwriT POUCT* anA Aaayita avary aar. 
kat aAvaaea. A. A B. alU SnoaurSLT aan thair 
yricaa tha lOirST. 

A. A 0. taliava U aakli« a OVtU yrafit aatf 
aallU« •rrZ'TrorT* fatkcr thaa aaciac • ^>^ 
raviT* aa« aaUU« anly a TIX • 



urttaii*.* 

tl ya» aaa kuy ttAmuitO kl'tt tlUUiBS traa A. At 
•. OSArai. yaa aaa aaU CBATflU AaA tkara'a 
■ara la that tkaa mt* aalUra aaA caata kaaauaa 
^a alraaAy kava aa aatakUakaA traAa aa tkaaa 
aa^ kiaaAa. 

Tkla traAa kaaaa tAtce; It kaaaa tlutt ai>ck« 
anA-awek a ftaaa •{ gooJa tea alaara aalA tar 
auck a yrica. Tharatara It yau aaa aaU tha 
aaaa thin* ehaayar. yw. mrt U«aA ta HOLB TtC 
TRAIS. Tou eaa alaaya ASP bvalaaaa aaay trw 
yaur aaayatltara. 



UTTca NO. a 



a. A 0. aavar kava aay •BAItt*— aavar aall 
y«u a CfA::OA»C BRAaO t»r USA thaa it caat Juat 
ta aaha yau tklnk tkat yrlcaa aa tkalr aaUra :in» 
ara carraayaaAlaely laa. A. A n. aavar ha«a any 
niTATK fcraaAa ttet yea DOB aOTNI33 aEOOT. A. A 
B. aall aaly all! kiaaAa mt ataaAarA faalily that 
yaa taaa all akaat aaA 999rf ylaaa carrtaa tka 
arlclaal alll tlekat lor yau ta m—. 

A. A B. valatala a VATOfe yrica ayataa tha 
yaar 'reaaA aa that it chair yrlcaa 9»n BOT tha 
tka Um^x thay COVU BOT BT aAlirTAiarr. ethar 
ihbuaaa aalllas laaar aavlA ka (attlae A. A D.*a 
traAa. 



A. a D. aaat pa» ta flct out aay auaaarf 
IracA u yaur ata/a. thaa vrlta tar thair yrlaaa 
an It. Put A. i D. ta a TEST. 

If A. A D.'a frtca >• bOfTN thaa tna »rlca yM 
fatA. TOU'B ta cl*A ta aava tha Aiiraraaca tha 
aaat tiaa yau buyt 

Tau*ra a ZUSIIKS aaa— yau aaaaat ta ta- 
fluaacad ty atthar advartiaiag w aalaMMnsMy. 

Tau AaaanA thai yaayla talk "SETISK- to you— 
yau fcu«t hava rivjrT^. not •CRSe. Thara la aaXy 
ORE aay that AFT hauaa can ala your traAa— only 
OXB thing yau aar.t 

•CA3 I — 

ros USS :■ 

V9. tCi-l s. PLXASr fSITE TO A. « B.. CIPCIS. 
UTl. A'TD 11=0 OVT. 



LCvrcaNaa 

A VEkT larca part •! A. • O.'a ataet eoaaa 
f roa EUaOFR. A. « 0. aaaa a rUTE» ta avary far- 
aign aarkat. Thaaa txyara aaat iha taabtaiturara 
face ta f«ea a*.a ariia ttturf taiv>aa. Tata ta 
lar TV* hanaflt. It anahlaa A. A D. ta aava yaw 
aa aadltla-Ml Hf ta 7]^ and it givaa yeu tha 
ahela aerV to ylck your vtocla free. Tou caa 
aall your am tewa trade dras* goeda troa Paria 
and Oamaay. eatreldariaa Irea Saittorland. 
haJiary frea Cnrtany, traaea and C<\glar4, linana 
troa Ireland, rrance, Cvi^any and «uatrta— and ». 
A 3. a*aa chaiga y«« USS for thaa. 



Claclaaatl la the OBI aaat eafitial EKIftlM 
K'lAT— nifkcinnati la •ittua 3A haura at taraa- 
taurtha af ih» daalara ^l tha tfriied Statoa 
• Salt ta kuylne gocde chaaf and gattiag atact- 
ly akat yaw ardar la ta hava -.he geeda aaiyyad t» 
yau pfCEPTl* A. a l>. ha«a tna rerea. the eteefc 
aaA tha •pnuTT* t«. laaa yaur ardar aa heard taa 
CAhS VI thin 24 haura attar.lt' a received. 

A. » 0. (nr every yraaiaa :hay aaaa— «ay 
attantiea to every little detail— d»a't — - — - 
«uta— daa't argaa aaA daa'i aaageeraia. 



Her$ i$ given the evbslanee of nine successive letters sent out by a wholer^ 

sale house^ each approaching the prospect from a different angle. It ia 

not likely that any one would appeal to all the prospects^ butiiie likelf^ 

ihat some one of them would strike home to Mr. Prospect 
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ARGUMENTS THAT ARE. WO: 




modest sort of way, is based on that very 
kind of follow-up is bound some day to touch the right chord* 
approach the prospect from the right angle and get the order. 
Having' the same old product, the same old proposition and 
the same old prospect, the only thing possible is to vary the 
presentation — ^approach from a different angle. The success 
of more than one campaign has been attributed to mere per- 
sistence when in truth, ^e success was due to the fact that 
somewhere in the series of letters there was one which 
approached the subject from the angle that touched the suscep- 
tible spot This in a follow-up letter may be any one of a doasen 
different appeals — a bit of sentiment — an appeal to the emo 
tions — or a hard-headed piece of reasoning which proves by 
indisputable figures that the thing to do is to buy. 

JE^ry, mail-^rder proposition must })e played up from con- 
stantly varying angles. The first reason for this b found in the 
fact that your campaign should differ from others. A prospec 
is in the market for a Une of goods which you sell. In aU proba- 
bility at least half a dozen other firms sell a similar line — ^they 
all want the business. Only the propositions which are unique— 
which are played up to him differently — are going to impress him 

Then your man may not be a conscious prospect — ^he may 
have no notion of buying your product. It is then a matter of 
education and it is necessary to bring many arguments to bear 
and approach him from many sides. The appeal that lands 
one man may have no visible effect on a hundred others and so 
it is necessaiy to approach them from every conceivable angle. 

"Arguments," declares the manager of the mail-order cam- 
paigns of one of the medium sized Chicago mail-order houses. 
*'can become worn as well as the furniture and fixtures of an 
establishment While the arguments in favor of the mail-order 
business in general and of our goods are the same as ten years 
ago, yet there are a thousand varying lights and shades with 
which we can approach the same subject from different angles. 

**As our arguments tend to become shopworn, we go through 
and brighten them up and put them, each year, on a higher 
plane. For instance, this year we are impressing upon many 
of our country patrons the fact that there is no greater pleasure 
than that of having a yearly, semi-yearly, or quarterly celebra- 
tion, 'when the goods come from the city.' We accordingly 
advise our regular patrons to make it a point to order at cer- 
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84 WHERE NEW ANGLES ARE FOUND 

tain regular seasons This seems to be working out very well — 
we simply approach the prospect from a new angle. 

''Another thing, we are drawing points of view from other 
businesses. For instance, we have lately laid the insurance 
companies under tribute by using a number of their standard 
presentations with which to talk the advisability of buying 
goods from ys. The man who buys from us, we tell the patron, 
is insured just as though he had taken out an insurance policy. 
We sell him protection along with the goods. A series of argu- 
ments similar to those used by the best insurance men give us 
the proposition from the 'insurance angle' of selling goods. 

"Again, the mail-order houses have been obliged to do some 
offensive and defensive work. It makes an ideal new angle to 
call the attention of a farmer to whom we wish to sell a cream 
separator, for instance, to the fact that he may as well have 
what the merchant puts aside for bad debts and what the 
solicitor gets for calling on him. To a man who has been con- 
sidering merely the strong points of the various machines, 
this talking point comes at him from an entirely different angle. 

"As our arguments become worn by use, we intend to revamp 
the ones which have stood us in good stead, playing them up 
from new and more appropriate and interesting angles." 

A correspondence school finds that the appeal which will sell 
one course is worthless for other courses. The prospect who is 
interested in a course on draftsmanship or mechanical engineer- 
ing is most easily reached by pointing out the ease with which 
he can get a better job or a raise in salary and the great future 
there is before him. The young man who is interested in the 
course in journalism is usually most susceptible to visions of social 
recognib'on — a person to be pointed out as a successful writer. 

A bond house making a specialty of irrigation bonds finds it 
necessary to do more or less educational work to inspire confi- 
dence in this class of paper. Accordingly the fourth follow-up 
is a letter from a prominent bank president in which he explains 
these bonds are a desirable form of investment The bond 
house is a substantial institution and carries a large account with 
the bank so the president is very willing to have his name used 
in this way. It makes a new angle — an outside opinion. 

One of the methods of introducing a new angle into a propo- 
sition is that which is based on some scheme so unusual that its 
uniqueness holds over to the presentation. Such a one was used 
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HOW UNIQUENESS SCORES A POINT 35 

years ago by a firm of advertising experts in Philadelphia who 
secured returns by this unusual angle of presentation: 



Dear Sir: 

3}id It ever ooour to you that if you were to start with 
one oent, and dou'ble your money eacli day for thirty days, you 
would then have more than f iye million dollars? 

Here are the figures to proye it : 

Ist day $ .01 16th day $ 327.68 

2nd day .02 17th day 655.36 

3rd day .04 18th day 1.310.72 

4th day .08 19th day 2.621.44 

5th day .16 20th day 5.242.88 

6th day .32 2lBt day 10.485.76 

7th day .64 22nd day 20.971.52 

8th day 1.28 23rd day 41.943.04 

9th day 2. 56 24th day 83 . 886 . 08 

10th day 5.12 25th day 167.772.16 

11th day . 10.24 26th day 335.544.32 

12th day 20.48 27th day 671.088.64 

13th day 40.96 28th day 1,342.177.28 

14th day 81.92 29th day 2.684.354.56 

15th day 163.84 30th day 5.368.709.12 

When we started our present adyertisinc husiness, ws 
put Just $2.00 into an adyertisement. and got $4.00 hack. A week 
later we put $4.00 into a larger adyertisement and got $10.00 
hack. We kept on douhling our money, and. in a few weeks, with- 
out putting in any additional capital, we had a good, profitable 
husiness. We were hoth earning good salaries at the time, and 
the only reason we did not use more money in starting the 
husiness was heoause we didn^t need it. If we had put our origi- 
nal capital into a hank, it would now amount to ahout $2.16. By 
putting it into adyertising. and douhling it Just a few times, we 
liare oonyerted it into thousands of dollars. 

Very truly yours. 



There is really nothing new in the argument brought out in 
this letter but it approaches the prospect from a different angle. 

Where the product is one which moves off better under 
certain conditions than under others, the regular plan of follow- 
up may be varied to take advantage of any unusual situations 
that arise. An Iowa firm selling gasoline engines and pumps 
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86 SHOWING AN INTEREST IN THE PROSPECT 



Itaar Mr. Bdatuidt: 

If I ask you « a«««tloa will yoa mnrnwr b« honastlyt 
nil yo« help m« start the lev Tsar right? 

Toa wanted a fam home. 

Tou were Interested In mj adrertleeaeat and you answered 
it. 

Ihlle Z hare sold thousands of aores of land. I failed 
to sell TOU. 

I OOW ay proposition Is RIOHT. Z Inrested In this 
land and Induosd relatlres and friends to do likewise. 

I heliere the land to ^e the host on the market at tha 
prloe; I beliere that the purchase oontraot offers more in- 
duoeaents and is superior in erery way to the oontraots lesued 
by other eoapanies. 

I believe ay ooapany Is selling aore land to Inauirers 
than any other ooapany, but the faot that I hare not sold TOU 
eonrinoes as that there Is something wrong with ay literature or 
ay systea of salesmanship. I want to know what this defeot is. 
I enolose a two oent stamp for a reply and ask for a few minutes 
of your Taluable time to find out. 

Please adrise me what is wrong with m^ literature; 'my 
letter: with MB. 

Is it possible that my literature is too strong? That 
it reads like "hot air?" (I assure you that I am honest and ooa« 
sclent ious in the premises and belieye erery word that I have 
written.) Is it because you do not believe the statements made 
by me. by the expert who examined the land, and by practical gar* 
doners and fruit growers who are obtaining results in the reglont 

Were my letters too long? Sid they bore you? Sid yoa 
throw them in the waete paper basket? 

Have I Insulted your Intelligence by being too pre- 
sumptions? Sid you think I was trying to "bamboosle" you into 
buying? If so, I can only say in defense that my prophetic vie* 
ion saw the wonderful possibilities for homeseekers and in- 
vestors in the opening of a new region whioh is destined to 
enjoy a phenomenal boom, and I wae anxious for you to reap sub* 
stent ial benefit along with others who were graeping the op« 
portunity. 



One of the moet successful angles that can be given to a longfollovhup 
is a weakness of human nature with every man to feet flaiitred 
interests himself tn a proposition. This letter, which was sent out to a 

inquiry, sold about $SOjOOO worth 
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WHEN THE PROSPECT SELLS HIMSELF 87 



X ^elieTe that land la thd SeeuritT traet It worth 
#100 par aor« aad I hellava that it will brlac that prloa twalra 
•ontha aftar being placed In oultiration. Z hase mj belief on 
the faot that the land Is oapahle of produolng frok $100 to $500 
per aore annually In fruits and recetablee. Under the teme of 
the oompany't eontraot you will, in twelre montha. hare paid 
only $6 per acre for land whloh Z consider worth $100. To me 
this teeae like an extraordinary ohance for a most profitable 
InTestment. Had you bellered what I stated In ay letters and 
literature, you would hare felt that you oouldn't afford to 
past it up. 

Tou wanted land and Z failed to "land" you. Z aa dla 
appointed with ayself beoause of ay failure and Z want you to 
adrlse as; straight froa the shoulder, where ay systea is weak. 
Tou hare the nerre to tell ae and Z will oonsider it a great per* 
sonal favor if you will do so. Z want to know ay faults and oor* 
root thea. 

Z hare had a lot of experienoe in the land business and 
aa rery suooessful, but Z don*t "know it all" by a long shot, or 
Z would hare sold you. 

Vow help ae to start the Vew Tear right. Tell ae how Z 
oan inorease ay business by selling land to a aan who THIIKS JUST 
AS TOU THZnC. Tell ae what ^ort of arguaent would have appealed 
aost to you had Z used it. 

Z aa not too old to learn, and the faot that Z aa asking 
you for inforaatlon in a straightforward, aanly way, should oon- 
Tinoe you that Z aa doing ay utaoot to obtain knowledge froa the 
right sohool. 

Vill it interest you to have ae tell you acre about tha 
Seourity traot, the progress of developaent, and the suooesses 
of investors in land in the traot t 

Awaiting your reply, which Z shall treasure and read 
with the keenest of interest. Z aa. 



Tours aost sinosrely, 

Prea. The Security Developaent Coapany. 



series is to ask the ^raspect^ 'poinl'KUank^ why hk koLS not bought. It 
when his opinion u asked^ and in this way a prospect frequently 
thousand inquirers who had evinced no inienst beyond the original 
cf land—dts readers sold themselves 
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88 TAKING ADVANTAGE OP UNUSUAL STTCATIONS 

took immediate advantage of the dry summer of 1910 by lead- 
ing out its third follow-up with this paragraph: 



"7roB all OTttr the eouxitry w ar« rsottiring l«tt«rs 
tsllinc «•: *RaiB is soaro* and windaiUs are alaost a««l««s 
8«nd as one of yoar Aqua Poap Jaoka. ' " 



This was found to make a strong appeal because of climatic 
conditions. It was a new angle and placed the proposition in 
a clear light, showing up its desirability. 

A new angle is especially desirable in introducing products 
advertised indirectly, such as the recommendation of a doctor 
or a dentist of some article having a therapeutic value. 

A dental cream was put on the market in a very short time 
through an extensive follow-up system conducted by the man- 
ufacturers. Dentists are not only furmshed with samples but 
they are written on every plausible pretext. The company 
takes pains to approach the prospect with an ''ethical" talking 
point as well as an exponent of good selling. A slight change 
in the formula of the tooth paste presented an opportunity for 
the correspondent to write the dentist, playing up the strict 
adherence to high ethical standards: 



I)«ar Sir: 

"In order to add still further to the thorapeutio Tala« 
of DUTO and the facility of application, a slight change in ths 
formula has recently been Bade. A greater refinement of the 
product has been secured, which enables us to offer a compound 
ef rare chemical purity. 

Knowing how difficult it is for the dentist to make a 
complete analysis to determine the correctness of our formula, 
we feel it our duty to the profession to place before you the ac- 
companying report from the well-known Lederle Anti-Toxin Labora- 
tories of Hew York City. 

The distribution of this analysis is, by Dr. Ledsrle's 
roQusst, restricted to the dental and medical profession, among 
vhom hit work it recognised as authoritatire. 

Very truly yours, 

THB BATXS ft EOLXSS COUPAVT. 
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COMBINING "ETHICAL" AND SALES APPEALS 89 

This letter cleverly combined the ethical and sales appeal 
and was the most successful one in a large series. 

One of the generally recognized principles in all selling is 
that the appeal to fear is logically wrong. Fear paralyzes. 
Only as a last resort — if at all — should the prospect be **scaied** 
into giving an order. The quest for a new angle should not 
lead the correspondent into this errof . 

Figures convince when general statements do not gain atten- 
tion. The more general the statement, the weaker it is. The 
two paragraphs below illustrate the lack of these principles: 



"Think of the worry, trouhle and poBslble grief the 
eautiout nan avoids hy properly protect ins himself froa chain 
lightning. Ho matter how auoh insurance you carry, your loso 
eannot he replaced when lightning kills your loyed ones or hurat 
jour house and all its furnishings to the ground, 

"Last week lightning struck, in the average, twelre 
persons or properties in every country. This week it may he you. 
yourself, will lose life Q.r property through insufficient light- 
ning protection. This is a serious matter — far too serious to 
forget or put off — and too important to take chances on unre^ia- 
hle derioes for lightning protection. " 



A new manager, coming to the house, rewrote the letter to 
make it conform to right principles: 

"Think of the security you, as a property owner, will 
feel in knowing that your property is protected from loss hy 
lightning. 

"Think of the comfort that is yours when you know that 
no matter how often electrical storms rage, your loved ones are 
safe. 

"Attached we give several clippings from papers puh- 
lished in the United States within the last two or three weeks, 
showing specifically that there have heen forty-eight deaths 
from lightning where there was no protection hy lightning rods. 
Also, there has heen a total property destruction of $487,000 ia 
that period of time— these losses on unprotected property. " 



See how much more strongly the facts play up when the 
positive side of the proposition is brought out. Make the 
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40 WRONG AND RIGHT PRESENTATIONS 

appeal positive, not negative; appeal to hope, desire, ambition* 
prosperity, rather than to fear, dread, despair, failure. 

There is probably no other field that offers a wider range of 
talking points than selling land. The arguments and the angles 
for connecting with a man's interest are infinite. The necessity 
for testing out different propositions and presentations is shown 
by the fact that frequently talking points considered unimpor- 
tant are the ones that grip the attention of the prospect 

One of the first concerns to enter the Florida field began its 
campaign in a conventional way: 

"Vlorlda— so hours away— vlth a warm winter lun and a 
•oil 10 rloh that it will yield a orop of real gold dollars for 
a little perfunotory eoratohins. " 



And for a while there was such a demand for Florida land 
that these shelf- worn arguments brought in the contracts but as 
soon as competition began to appear the public could not be 
reached by bumptious generalities. 

So the follow-up came to the rescue and the first step was to 
dispense with the old letters filled with "hot air." The 
new series contained no strictly last letter. Each letter 
was written individually, and on a single point. The premises 
on which the new series of letters were built was that if a 
person is interested enough in Florida land to spend the postage 
to answer a Florida land advertisement, there must be some one 
point on which he can be sold. The ana]ysb of the sales 
showed the reasons why men would buy Florida land: provi- 
sion for old age; want of a home; profitable investment; desire 
to get back to the soil; Florida's warm winter climate. 

"Florida's warm winter climate*' might not seem a valid 
reason for making an investment in Florida land, but it actually 
is, as shown by the results from a letter starting in this way: 



"A water aelon in a ahow window today would attraot a 
ouriouB orowd. 

"Sown in Tlorida, water melon* are ripe, and happy, iB« 
dependent. ehirt-eleeTed men are enJoyiiK the warm hreesea of 
the winter aun. " 
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DIFFERENT ANGLES IN SELLING LAND 41 

This letter found the spark of life in so many of the sup- 
posedly dead ones, that the original arrangement, which had 
been to se^d the letters out about three weeks apart, was changed 
■o that one went out every two weeks, and the results were so 
encouraging that, work was begun on the list in earnest. 

For a long time it was purely experimental. It was aimed 
to make every letter carry wi^ it a piece of fiterature con- 
cerning the land on sale. At one time a copy of a Florida daily 
was mailed out. It contained articles about the tract of land 
this concern had on sale and also a numoer of photographs of 
well-to-do citizen^ who had wrested their wealth from Florida's 
soil. Practically every claim that had been made in the letters 
and literature that had gone before were substantiated in the 
paper and carried the conviction that news items always do to 
the reader — same old facts and argum^its^ but presented from 
» new angle. 

The letter which accompanied this paper was designed to 
make the man read the paper— nothing more, apparently, yet 
the student of psychology might read between the lines. Here 
is the opening of the letter: 



"A number of m«n who started out to die poo.r h&ro ao- 
qairod wealth spite of theme e Ires. It is hard to keep from 
setting rioh in a state where"— and so forth. 



The next letter carried with it a small pasteboard box con- 
taining rich black soil from the partially drained Everglades, 
wnich was the land that this particular concern was marketing: 



"In your seotion, this soil is worth $15 a ton as 
fertiliser. 

"Toa oan buy it for $30 an aore and pay on the easiest 
kind of terms." 



This was a distinctly new and clever angle. The mental 
process of the man who stood with the letter in one hand and the 
first finger and thumb of the other feeling the moist rich black 
earth, seemed not only to make Florida a reality, but gave him 
» new idea of the value of the land as land. 
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42 BRINGING TALKING POINTS HOME 

The necessity for getting an outside viewpoint was shown by 
a salesman's report. In a canvass he incidentally remarked 
that the land would not only increase in value rapidly but in the 
meantime could be used as ''an ideal winter home." It struck 
a responsive chord in the prospect and the salesman played up 
the point and closed the sale then and there. 

This was looked upon in the office as a joke — ^that a class of 
investors who bought ten acres of twenty-dollar land and paid 
for it on small instalments should think seriously about a winter 
home. But the new angle was incorporated into a letter that 
was sent to the try-out list: 



"Spend a couple of weeks next vlnter on your own loa- 
them plantation. 

"It ooBtB 1088 to lire In Tlorlda"— and so forth. 



This opening paragraph is an index to the whole letter 
which met with such success on a worn out list that it was placed 
in the regular follow-up and proved one of the strong pullers. 

The statement that a small bungalow could be bmlt on the 
land immediately so it might be utilized as a winter home, 
visualized the proposition; presented it in terms that appealed 
to the prospect. It made things, which before had appeared 
only in the abstract, seem real and concrete. When you get 
right down to the bone of things, this selling point was merely a 
new angle. But it was the angle that touched a responsive 
chord — ^the same chord that moves a man who can't afford it, to 
mortgage his household goods to buy an automobile. 

The point of practical application in this company's expe- 
rience is the idea of analyzing the angles by which the prospect 
may be reached and then logically following out the analysis so 
that when a series of letters have reached a man and been read 
he has been approached with a clincher on every point that 
might possibly close the sale. Those things are not only appli- 
cable, they're essential to the successful use of the follow-up in 
your business. The last letter of the series should go out with 
the firm and honest conviction back of it that if this letter does 
not hit the spot the prospect cannot be sold. And c^ter thai 
Utter has gone^ it is time to prepare an entirely new series. 
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Getting The Order By BET- 
TERING The Offer 

PART Vn HOW TO CONDUCT A FOLLOW-UP CHAPTER » 

IT IS COMPARATIVELY easy to interest a 
prospect — but it takes real salesmanship to get his 
order. In many letter-campaign failures, the 
trouble is in making the offer. This chavter takes 
up ways of presenting a proposition ana methods 
for bettering the offer — limiting the time, scalr 
ing the price, adding premiums, making special 
terms, and so on. Bui these are Edged Tools 
that muM Be Handled Skillfully, for there is 
danger in cutting prices and in shutting the door 
so that the house cannot come back later with an- 
other proposition. How the offer may be bettered 
without these harmful effects is here shown 

THK skilled salesman has two methods of making the sale 
— either he "talks up the goods" or he talks "bargains." 
The salesman studies his customer and learns to recognize 
quickly whether it is the goods or the price that is making him 
hesitate — ^and then shapes his arguments to overcome that 
particular objection. 

The long-distance salesman can only judge of his customers 
as a class but he knows that the ordinary prospect loves a bar- 
gain — likes a concession in some form. It is therefore safe to« 
play up to this tendency. You must depend upon your knowl- 
edge of sales psychology to interest the prospect until he 
replies — ^then it is possible to get a line on the special arguments 
that will appeal to him most strongly. 
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44 PLAYING UP THE "SOMETHING FOB NOTHING" 

A few years ago, a clothing salesman finding himself out of 
a job on account of the failure of the house for which he worked, 
conceived the idea of selling clothes direct to customers by mail. 
He realized that his offer must be unusually attractive to get 
action from the distant prospect, and so he advertised a suit of 
clothes made to measure according to sample. With every 
suit of clothes he offered an extra pair of trousers free. The 
price of the suit was low, possibly lower than the local retailer 
could have quoted, but it was not the price that impressed the 
prospect so strongly as the extra trousers which he threw in. 
He recognized the ''something for nothing''* weakness in human 
nature and played upon it successfully. He turned out good 
clothing and by giving satisfaction, built up an enormous business. 
This successful mail-order merchant afterward expressed the 
conviction that if he had cut the price of a suit two dollars and 
dropped his free offer he would have failed. The appeal of 
the free article gripped the attention of prospects, and by limiting 
the time of the offer, induced them to order at once. The 
special inducement pulled the first order — satisfactory service 
pulled the repeat orders. 

The secret of this success was a knowledge of human nature — 
a clever idea in the presentation of the offer. For the corres- 
pondent must realize that it is not the proposition itself which 
determines the success of a business but the manner in which 
the proposition is presented — the cleverness in putting the offer. 

A manufacturer of silk thread rubbed an Alladin's lamp 
when he conceived the idea of giving away stamped embroidery 
pieces free with a certain number of spools of silk — ^but not 
enough silk to complete the piece. Originally conceived as a 
scheme to induce the needle women to insist upon getting this 
particular brand of thread from the dealer, it rapidly developed 
into a mail-order business that literally swamped the manu- 
facturer. The offer of the free pattern touched the vulnerable 
^'something for nothing" spot and lai^ the foundation for an 
epormous business. 

The success of the house did not originate in the superiority 
of its silk thread nor the low price at which it was sold but the 
appeal to the bargain instinct — the way in which the propor- 
tion was presented to the public. 

Another clothing house made an appeal to the bargain 
instinct by offering not only a suit of clothes but an entire outfit 
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LIMTTING THE TIME OF THE OFFER 45 

from socks to hat for ten dollars. Adyertising a suit worth 
twenty dollars to be sold for ten dollars does not carry conviction. 
But listing a dozen articles with the price opposite each and the 
totals cut in half to make the selling price, appeab to the eye 
seems to prove the proposition a bargain — and in this case, 
made the business one of tike sensations of the mail-order industry. 

A mail-order man soon learns to play upon another weakness 
of human nature; the tendency of a man to grasp at an oppor- 
tunity which appears limited. This trait of human nature is 
inconsistent but it does not take a salesman long to recognise 
the possibilities that it opens up. Even the street faker under- 
stands the weakness — ^he has '*just a half dozen" left and all day 
k>ng it is "just a half dozen" left He plays the limited number 
as his strongest talking point in closing sales — ^and it works. 

This b possibly Uie most familiar method of getting the 
customer to order — h'miting the time of the offer. Numerous 
reasons may be given for limiting the offer but the reason must 
be plausible to tibe reader or he will think it is nothing less 
than a catch-penny scheme. Here is a letter showing how the 
idea was incorporated in the letter of one company : 



^ar Sir: 

"Va'bnianr 15, 1910, vill be your last ohanoe to cat • 
Standard nachlne at the old prloe of $50.00. We h&re deoided to 
reitrlot our output in the future to the nev etyle Challenge, 
which selle for $65.00. On Teh*ruarr 15th the patterns for the 
eld aaohine will he broken up, and the etook not disposed of vill 
^e sold at vholesele to a oity f ira which is in the Barket for 



The new aodel is an improTOd aaohine. and has a creator 
oapeoity-.well worth the additional $15.00— hut the faot roBains 
that there is no other naohine on the market today equal to our 
Standard at $50.00, and you oannot afford to let this opportun- 
ity slip for gettinc one. Afterwards, if you want to turn it in 
for the new aodel, we will allow you nearly the entire purchase 
price, depending on the condition of the machine. So this pre- 
sents an opportunity which will not he presented again, and Teh* 
>^ary 15th is positiToly the last date on which it can he ao- 
oepted. Better order now before it is too late. 

Very truly yours, 

THS CZVTRAL MACHIHERT & SUPPLY COMPAIT. 
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46 £MPHASIZING NEED FOR QUICK ACTION 

Many businesses have been founded on this idea of making 
the public think there are only a few articles left; that they 
are likely to miss something they can never get again. 

A few years ago, a house manufacturing bicycles saw nothing 
but bankruptcy ahead, and in one desperate effort to turn the 
stock on hand, represented themselves as selling agents and 
advertised "only a few of these well known makes left and we 
are closing them out to make room for the new models." 

An idea, adopted with the sole hope of increasing the sal- 
vage of a sinking concern, let loose the genii of a great busi- 
ness and several factories were soon rushed to fill the orders. 

One day the fact dawned on the manager of an agricul- 
tural implement house that a series of letters were being sent 
out that repeated the talking points given in the printed 
matter so he incorporated in a special offer the psychological 
stimulus that comes from a limited offer: 



BMtr Sir: 

"¥• iLare been iLarlnc eoae oorrespondenoe vlth you r«lft* 
tive to the Wondro Baohlne. I have taken special pains to £0 
through the oorrespondenoe that our sales manager has had with 
you, and noted the location of your farm, and learned from the 
tax list of the county that you are owner of 245 acres of land. 

We want you to hare a machine hecause your influenoe 
as a land-owner extends over at least a township. Therefore. I 
have myself selected your name from the list for your township 
and I*m going to make you the following offer: 

(Here offer is given in detail.) 

B^w, note carefully that this offer, in order to con- 
tinue in force, must he accepted within three days from the r» 
eeipt of this letter. As a special representatire of the com- 
pany you will he granted prirlleges in your township that no 
other huyer will have. So we feel ohllged to limit the time on 
this to three days. This gives you the opportunity to become our 
township representatire, and Is also fair to us. for In case you 
should not desire to accept the offer, we can secure one of your 
neighbors. 

Very truly yours. 

President, The Western Tarm Machine Co. 



Digitized by VjOOQIC 



DANGEI^ m SCALING PRICES 47 

Without ihisFepresentiiig the proposition in any particular, 
without violating the ethics of the highest business standards 
this man was able to impress upon his prospects the idea that 
they would be the losers if they did not accept his offer — ^and this 
is the very essence of successful salesmanship by mail. 

Limiting the time in which a proposition can be accepted 
is applied very successfully by land and investment concerns. 
The reason why the price may be advanced is so obvious in the 
sale of ^nd, for instance, that it is most effective. Naturally, 
each buyer makes the unsold property more valuable, so that 
the time limit carries weight. A marketer of five and ten acre 
tracts of southern land wrote to his original'list, limiting the time 
for sales at the old rate: 



"l)on*t send ae any aoney after the 15th. If you do, it 
will surely he returned, unless you are willins to pay me the 
new rate of $30.00 per acre instead of $25.00. 

"I have some regard for the men who made inquiries when 
our proposition was young — before it fairly got on its feet. 
That is why I am including you in this offer — beoause you were 
one of our original inquirers. 

"Remember, no aooeptanoe of the old rUte after the 
above date. The land is even now worth more." 



}j} a follow-up campaign there is the constant temptation to 
hurry along the sale by scaling the price — a practice that must 
be handled with the greatest care. ' While prices can be scaled 
two rules should invariably be observed: make the offer only 
after the prospect has been thoroughly drummed, and always 
give a plausible reason why the price is reduced. Great care 
must be taken to guard against making a special offer — ^particu- 
larly a cut price — to a customer who has bought. 

The usual reasons given for scaling prices are: goods have 
been picked over and soiled and otherwise damaged for sale but 
not for use; few goods are left and buyers now will get the 
benefit of the remnants, the "come back" argument, in which it 
IS stated that some of the goods have been returned after payments 
have been made on them and will be re-sold at a lower price. 

Where the goods do not change in grade or quahty, it is 
necessary to make plausible the price reduction. A letter used 
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^ EASY PAYMENT A LEGITBiATE OEFER 

by a prominent music teacher in Chicago never fails to bring 
into line a large number of students who cannot be lined up to 
take his regular course: 



Bear Sir: 

In response to nuaeroue inaalriee, I aa fo rains a 
olaea liaited to 500. 

Tour name hae been selootod froa a largo list as oaa 
who vill appreoiate the pririleso of entering this olass at a 
speoial rate. 

THIS SPICIAL RATI IS LIMITXD TO THS TIRST 500 WHO VI£L 
OUT THB APFLICATIOV BLAIK XVCLOSXD AID BXTUBV WITH $5.00. 

This Class Course is Just as personal and indiTidual 
as ay $20.00 oourse. Ton vill he given the saae private in- 
struetion as though you enrolled at the single tuition fee and 
your lessons will he independent of the others. " 

Very truly yours. 



I^-^T-Jk 



In this letter this postscript is utilized to emphasize instal- 
ment payment: 



"p. 8. If inoonvenient to send us $5.00. send $1.00 
and the Soholarship will he held for you until you oan reait vha 
balanoo of $4.00." 



Two distinct inducements are brought out in this letter — 
a cut in the price and easy terms of payment Selling on instal- 
ment carries none of the objectionable features of price-cutting 
and is a legitimate method of bettering the offer. If the price 
is to be cut it is advisable to enclose a coupon or certificate 
that is redeemable at a certain figure and have this apply on the 
price. By having it numbered, signed and sealed an impression 
of actual value can be attached to it, so that the article sold is 
not cheapened in the eyes of the prospect The correspond- 
ent who is tempted to slash his prices must not overlook the 
psychological effect that the cut price has on the prospect in 
cheapening the product, unless there is some satisfying reason 
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THREE INDUCEMENTS THAT "STAND UP'* 4g 

for that action. The minute the price is cut the tendency is to 
hold back an order to see if the price will not be cut still further, 
but by assigning some good reason for sending the certificate or 
coupon, this objection is overcome. 

A correspondence school uses as a final offer a guarantee 
of a position to a graduate. Here are three paragraphs from a 
letter, showing how the guaranteed position, the cut in price; 
the coupon enclosure and the easy payments are all worked in 
wittiout cheapening the product in any way, yet each adds to 
the impression that if the offer is not accepted it will be an 
opportunity lost: 



"Let ae explain. tHe regular prioa or our oourie vlth 
tlio lervloe of our Vree Saployaent Bureau has been adTanoed to 
$40.00 oaeh or $50.00 on time payments. But oTen so, ve hare 
more students nov than ve sTor had 1>efore. BUT Wl IfUST EAVS 
MOBB STXTCSNTS AT OVCS. from All over the oountry. our rarious 
Ohffloes are heing flooded with letters from hig business houses, 
asking us to supply them vith salesmen from the list of our 
students during this winter and the ooming spring. The questiom 
is: how are we going to increase the numter of our students 
•uffioiently to supply this great demand? 

"If you will read carefully the 8PSCIAL application 
blank ve enclose, and also the Ten Dollar Certificate, you will 
understand Just how we propose to do this. That is, hy allowing 
A limited number of men who have written us prcTiously to enroll 
on the old terms of $30.00 cash or $35.00 on time payments, AID 
BT ALSO ALLOWIVO THS ZNCLOSSD CXRTIFICATX TO COUHT AS TXV DOLLARS 
OV THB COST Cr THS COURSS OV AH7 OHX 07 THRU FATXBIT PLAH8. 

•THIS 8FBCIAL OTTXR HOLDS OOOD TOR THIRTT DATS OHLY. 
The data stamped on the application blank and certificate tells 
you when it expired. Don't wait. howcTer, until the last day of 
grace before sending in your enrollment. DO IT HOW. The best 
way HOT to do a thing is to put it, off xintil tomorrow. The man 
irtio suocseds is the man who begins tomorrow's tasks today. The 
sooner you send in your enrollment the sooner you will complete 
the course and be ready to accept a good position as a trareling 
salesman. " 



Here the psychology of salesmanship is shown in a high 
degree for each inducement seems to add to the value of the 
couise instead of cheapening it The assurance of a position. 
i» bai^pin in the cut price» easy method of paym<9D^*Hhrof» 



Digitized by 



Google 



^ MAKE rr EASY TO ORDER 

magnets to attract the order and thitf letter was- one of the 
most effective ^ver sent out by this school. 

die of the most effective offers, especially with farmers, 
18 .to allow them an option of different methods of paying for an. 
article. 4 scheme that is applied successfully is to present 
different methods of payment in^ separate Jetters, making each 
a little more attractive, and then in the final letter, refer to aQ' 
the methods enclosing a blank on which the prospect can indi* 
cate with a check, nmrk the particular <^er that he wants to 
accept* .People lil^ aii opportunity to make a choice and even 
iS one finally sends the cash he likes to exercise his judgment 
in selecting the proposition that appeab ta him the strongest. 

Tlie conv^iience afforded may prompt action *at times 
.when an actual cut in price would not pull the order. For it 
.must not be forgotten that making it easy to order is one of 
Ihcr fundamental principles that diould never '.be overlooked 
m presenting a proposition. 

Make it so easy to order— sa easy^that^tfae prospect need 
scarcely move or write a line, -or better still, that he will not need 
to invest a cent in- the beginning, .and the percentage pf sales is 
bound to increase. This explains the popularity of the coupon, 
the small informal order blank attached to one corner of an 
advertisement, so the buyer need not Jiunt up paper and write i^ 
letter \>rdering the goods according to specifications. All he 
needs-to do is towrite his name and address on the little triangle 
or square of paper, check off the name of the article he wants 
stick it in an envelope, address it to the sender, and mail^ it. 
If he had to hunt up pen, ink and paper he would be more in« 
dined to put it off ''until tomorrow" — and he will never 
Bgaixk be interested so easily. 

Book publishers and dealers in specialties^ have increased 
their business manifold by use of the coupon idea, and to. 
making the offer no correspondent 6r publicity man can* over- 
look ^e desirability of making it easy to order. As described 
in a previous chapter, there are many ways of keeping the 
price in- the background and the follow-up writer will do well 
to keep in mind two truths in presenting a proposition: make 
it physically easy to order and make the payment seem easy. 

How these ideas are practically appli^ is shown by a maga-' 
vine agency. As publishers fix th^ price at which the agencies 
must acoept subscriptions, one agency cannot better the offers 
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THE OFFER MUST BE TACTFULLY PUT 51 

of its competitors as far as price is concerned, but an eastern 
firm multiplied its sales by making it easier to order by this 
proposition: 



I>ear Sir: 

"The easiest— •arest—BOSt satisfaotory way to place 
year seneral order for magazine sul>Borlptions for the coiblng 
year is to prooeed as follows: 

1. Ob the attached order blank write the names of the 
magazines which you wish with the names and addresses of those 
to whom each magaslne Is to he sent. 

2. Put the order hlank la the enolosed, addressed en- 
velope and mall to us at once. 

3. Vever mind prices— TOU USD HOT SHCLOSX CHZCS. 

Upon receipt of your letter we will at once enter your 
suhserlptlons with the respeotlTO puhllshers. adTanelng the 
money ourselTes to pay for them. We will then hill you for the 
magaslnes ordered at the lowest possible price (see our guaranty 
below) and allow you ten or fifteen days, if y^u desire it, for 
payment of your blll,^ 

Very truly yours. 



<"^r»C.><^g>^^»</ 



Bettering the offer by allowing easy terms is an increasingly 
i>opular way. It is perfectly Intimate and does not call for any 
apology. One firm began Uie fourth letter in a four-letter series, 
with this paragraph: 



"Ve hare hesltatsd to mention it as it is a rather^ 
delicate subjsot but possibly you are not able to p£tjc...t£j»^^ll 
amount at one time and would rather ha7e the payments split up 
into monthly instalments. If this is so, we will be glad to 
accommodate you. " 

But thb letter was lacking in tact Don't insult the prospect 
or embarrass him by intimating that he has to buy a $10.00 article 
on instalments. Take the attitude that instalments may be pref- 
erable for business reasons and assume that it is so in his case. 

Many firms use the **introductory offer" until it is literally 
worn out Then a final appeal Is made to order within a certain, 
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«a USING PREAHDMS TO GET THE ORDER 

time "as we have decided to withdraw our special introductory 
bargain offer/' Originally this was an effective a peal, but if 
has been overworked by concerns having no introductory offer 
except on paper—their offers do not ring true; the prospect 
recognizes them as a selling scheme and nothing more and 
refuses "to bite.*' Because of this fact the public has become 
suspicious of all introductory propositions. 

One firm selling a set of mechanical books to tradesmen at 
,lhe fixed price of $20 b limited in its talking points entirely to 
new angles and the use of a set of blue prints as a premium. 
Usually the blue prints are held in reserve as an extra inducement. 
One day the correspondent, his old arguments, exhausted, 
wrote a letter offering to sell the set of blue prints for $20 and as 
a quick inducement, the company would throw in as a premium 
the mechanical encyclopedias. The letter went to the same 
old list — ^for there b only one class to which the proposition 
I appeals — ^and the orders came in at a surprising rate. The offer 
was given the reverse English and pulled. It is only the less 
resourceful correspondent who thinks it is necessary to cut the 
price in order to get more business. 

There are two methods of adding premiums — one by adding 
a premium at a time until two or three items have been thrown 
in — and the other is to add a number or give a choice of several 
and stop at that. The best results are usually obtained by add- 
ing a substantial premium, or one that is never offered for sale, 
with one letter, so as to avoid the appearance of bettering the 
offer with each letter. 

A very successful letter — one which secured large and im- 
mediate returns — contained this offer: 



"The price of Blank's Manual is $3.00. l>ut ae a special 
llnduoement for inuoediate auction, ve vill not only send for this 
funount a full cloth and gold copy of the book, hut we will also 
send without cost a copy of our fanous little husiness pamphlet, 
•Short Cuts'— 32 pages of ways to saTo time and effort in the 
day's work. This is an unusual offer and suhjeet to withdrawal 
bn short notice. Wrap #3.00 l»^.tlii(t-~ljetter and send today." 



Another method of getting results from a follow-up, without 
lowering the price, is Uiat of splitting the proposition up and 
offering it to several. A townsite company putting a propositioo 
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SPLITTING UP THE PROPOSITION 5S 

on the market calling for an investment of $1,000, found it 
profitable to divide it up among ten people at $100 each. The 
letter explains itself: 



Dear Sir: 

Can you raise $100.00 in three years? 

Will yott l>e one of ten persons to form a co-operatiTO 
aaTine and inTOStment elul>, eaoh aember su'bscri'bine $100.00 (to 
be paid at the rate of $2.50 per aonth) if,ve find nine other per« 
sons? If you can do this, you vill secure absolute ownership to 
an unincumbered and undivided ore-tenth interest in ten separato 
pieces of property--one choice building lot in each of the ten 
Bost rapidly growing young cities in America. This is the saf- 
est, sanest, most popular inTsstment erer offered. Don't you 
think 80? 

Read the enclosed Ten City Club Plan carefully. Do not 
send us any money until we write you the names of the other nine 
club aeabers. If you wish to Join the club, sign your name in 
any one of the ten blank spaces on the last printed page of the 
enclosed agreement and mail it to us. Get your friends to Join 
and sign with you. If you can get nine of them besides your* 
•elf we will pay you $50.00 in cash for your serTices. 

Very truly yours. 

HALIDAT IHVBSTXBVt COaCPAHT. 



A ''split up'* proposition of this kind is one that will appeal 
to a4arge number who have been interested for several months. 
It offers them a chance to participate in the benefits — to make an 
actual investment and own something — and yet costs only one« 
tenth of the original price. Many who wer^ shut out on the 
$1,000 basis can easily become participants on the $100 basis, 
especially when the payments are spread over a pericid of three 
years. This is a suggestive way of changing the proposition to 
fit the purse. The offer is made more attractive than it would 
have been by slashing prices. 

Many kinds of propositions, both good and bad, are made 
as an aside to strengthen the offer. One of the most abused 
is offering the patron a special agency or agency terms. This 
offer is sometimes used in the first letter, although entirely 
unnecessary. Except on a country list, this is seldom of real 
value, and even then it ia„Qf doubtfu) expediency^ because 
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54 TOO MUCH MAY BE OFFERED AT FIRST 

so often it is not a bona fide proposition but a selling scheme 
and nothing more. 

The follow-up writer must forever be on his guard to avoid 
killing sales or antagonizing old customers by bettering his 
offers. Nothing b more annoying to an old customer than to 
pay a full price without hesitancy, for a product only to find 
later that others, who held off or exhibited a bargaining spirit^ 
were better treated than he. 

While the avoidance of such an error Is merely a matter of 
follow-up detail to cut the name off the solicitation list the minute 
that the customer orders, yet it b very difficult, particularly in 
using purchased or exchai4;ed Ibts, to avoid circularizing the cus- 
tomer. Perhaps the best way to avoid thb b by checking the 
outgoing soliciting letters against the customer Ibt Even with 
such precautions it b possible that the customer may have or- 
dered at the regular rate, and that the soliciting letter offering a 
reduction may cross the incoming letter with the order. In thb 
case, there b nothing to do but to give the customer, who has or- 
dered, immediate benefit of the offer. Not only that, but it must 
be done in such a way that he will not take offense nor be led 
to hold off in ordering in the future. 

Another thing to guard against b not to offer too much in 
the first letter. One correspondence school in its first letter to 
a prospect offered a free scholarship, textbooks and other 
equipment at half price and on easy instalment payments and 
prombed assbtance in finding employment after completing 
the course — ^so much that the whole thing looked **fi«hy,'* 
as the prospect described it. He was scared away; the school 
was too anxious to get.hb application. If it had merely played 
up the advantages of its course in the first letter it would doubt- 
less have enlbted him. At least part of the offers should be held 
in reserve for the follow-up. 

Finally, the point should be emphasized again that in scaling 
prices lies the greatest danger in follow-up work. The tendency, 
especially of the man-inexperienced in follow-ups, b to take what 
seems to be the easiest method of getting an order — scaling 
prices. 

Price cutting should . be the last step that is resorted to, 
and then only when that particular item b not to be $old again . 
at any price. Only for actually cleaning out a lot of leftover 
goods should the price be scaled. 
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OFFERING A CHEAPER SUBSTITUTE 55 

The onlj safe way to scale the price is to scale the offer al 
the same time. A correspondence school of law» failing to 
interest a prospect in its complete law course, offers an ^^Element- 
ary Law Course" at half the price. This is legitimate and good 
business for if the prospect completes the shorter course and is 
satisfied he is likely to go on with the additional course. An- 
other school scales the price of a course from $30 to $25 to $20 to 
$15 and finally to $10, but each time it lops off something that b 
not included, making it plain that while he pays less he gets less. 

The same end is gained by the manufacturer of electrical 
washing machines. If the prospect refuses to respond to the 
regular follow-up bombardment, a letter b sent making him a 
proposition on a cheaper machine, run by hand instead of 
power. Here are three paragraphs from the letter: 

"I vlll tend you aiiy one of these isacliines on the Bane 
t*nBs offered on the aotor vasher. Juat tell ne which you eoloct 
and I vill send it freight prepaid on thirty days' free trial. 
Use It for a month before Investing a penny. Then pay in cash or 
In little instalments. Just as you prefer. 

The faot is this: the hand vasher saves all the vear on 
olothes, the same as the motor washer, and it saves enough in the 
actual cost of your washing to more than pay the weekly instal- 
ments. It is cheaper, therefore, to have the washer than go 
.without it. 

*Then the question is this: s^ll the motor washer, 
which makes water powsr or eleotrioity do all the work, be worth 
the difference in cost? That is for you to decide. ■ 



Such schemes as this are legitimate. They enable a firm to 
sell some prospects who would never buy the higher priced 
article. But the price is not cut nor i3 the product cheapened 
in the eyes of the customer. 

Unless there is some such way by which the proposition can 
be scaled as well as the price, it should be strictly avoided. So 
•well is this understood that a number of firms are now playing 
up the point in their advertising matter that no matter how 
many letters the prospect may receive from the firm, he will 
never get an offer that cuts a penny from the first offer. The 
proposition can be strengthened by the use of premiums or other 
inducements or better terms but the price should remain fixed 
unless the proposition, too, is scaled down. 
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What To Do When The Fol- 
low-up Splits 

PART Vn HOW TO CONDUCT A FOLLOW-UP CHAPTER ao 
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THE FOLLOW-UP is not atOomatic in its oper- 
ation. A whole series of letters may he prepared 
but at any time a reply may com>e in that calls for 
Special Attention-4^ prospect may he talcen 
care of by another series of letters aimMto anstoer 
his particvlar queries — and when they are- anr 
swered he may raise points that will again split 
the follow-up. The tetter must he Specialized to 
fU the prospecCs case — it may call for a dictated 
message, or forms may he used if iheu answer his 
questions. What to do when the foUow-up splits 
and how to specialize your letter-campaign is the 
subject of this chapter 

A BUSINESS man has a product that can be put on the 
market by mail. He prepares a set of sales letters with 
which to follow up a list of properties. Forms are ]^re^ 
pared .to answer anticipated inquiries* these to be followed 
up until orders result, or it becomes reasonably certain that 
the prospect will not buy. Theoretically ever^ithing is 'taken 
care of automatically — much as a screw-cutting marline feeds 
the rod of steel in at one end and, drops the finished screws 
at the other. 

This would be a perfect money-getting scheme, if it vxnJd 
work. But, like the familiar poultry problem — ^making a dollar 
a head on several thousand hens — ^it simply does not work out«— 
and there you are. 
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ACTUAL RESULTS OF ONE CAMPAIGN 67 

It is much better for the business man who is to use the 
folio w-up» to recognize before he starts that no system will work 
ifwpersoncdlyy automatically turning the seed of inquiries into a 
iiarvest of paid orders. If this b recognized, and preparation 
made accordingly, the loss consequent upon readjustment of 
plans in the midst of a campaign will be made unnecessary. 

The experience of an old established firm, starting in business 
in 1898, put out a follow-up on a carefully-compiled list that il- 
lustrates one extreme of how a follow-up may split. This firm 
started in to sell business devices by mail. As is common in 
such instances, a 'Meader'' was selected, combining the best of 
values and a low price. The names were carefully selected 
from the best list of a defunct firm in the same line, and addresses 
were verified before the series were mailed. The follow-up 
;was well prepared and minor errors which might have afiPected 
l«tums adversely were eliminated by systematic try-outs. 

As the selling price of the leader v: is put at one dollar and 
seventy-five cents, the series was made up of five letters; the 
first two carrying circulars; the last two were ''special-offer" 
letters* The series was put out to a list of eight thousand 
names. The time between numbers one and two was ten days» 
between the remaining letters, fifteen days« 

The record sheet shqwed the following returns: 











Orders 


Inquiries 




First letter 




• • 


976 


4 




Second letter 




k • 


1886 


13 




Third letter 






480 


4 




Fourth letter 




► . 


2218 


16 




Fifth letter 




, 


491 


18 


< 


Total 


• 


6051 


5S 



The remarkable thing about this campaign, aside from the 
t^gjh sales percentage, is ^ small number of ' splits*'-— inquiries 
bom prospects on points not made clear by the follow-up 
letter and literature. The reasons for this were: age and known 
responsibility of the firm making the offer; staple quality of 
appliance offered for sale, combined with its low price; skill 
in preparation of letters and accompanying advertising matter; 
and»care and good judgment exercised in selection of list 
This assembly of reasons made the foUow-up a record-breaker. 
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58 PROSPECTS REQUIRE PERSONAL TREATMENT 

The other extreme is shown by another record. 

An inventor of a new s^le incubator formed a stock company 
and made up several hundred machines. About two hundred 
of these were sold through the personal efforts of the stock- 
holders. A mail-order campaign was decided upon and ad- 
vertisements were placed in five farm papers. They produced a 
list of about three thousand names. To this list fifteen thou- 
sand letters were sent. Individual returns from the first three 
letters were not kept, but the record sheet showed these results: 

Original Final 

Orders Inqairies Orders 

First three letters . 11 618 16 

Fourth letter * . . 4 127 14 

Fifth letter ... £ ^I U 

Tota . . 18 8»e 41 

This shows how a follow-up series can split. The reasons 
for these splits came from a variety of causes, which might apply 
with similar certainty to any campaign: youth of fiirm; organ- 
ized competition already in the field; lack of definiteness in 
selling-matter (the catalogue accompanying letter No. 1 was 
particularly lacking in specific information); insufficient thought 
in wording advertisinir so as to shut out curiosity-seekers. 

The grand total of sales, fifty-nine, at an average price of 
$10 per incubator, or, receipts of only $590 on a fifteen thousand 
letter campaign, shows — as well as the loss that can come 
from wrong campaigning — ^the necessity for taking care of 
the inquiries that result when the follow-up splits. 

Granted that the ideal follow-up campaign would sell with- 
out inquiries, yet there are very few propositions in which one 
can afford to hazard tlie preparation of an entire series, or to 
neglect the personal treatment of inquiries. One successful 
correspondent says on this point: 

"We have watched the trend of 1>uyer9 from follow-ups, 
and carefully prepared data show us that as each year passes, 
buyers want more information and more personal treatment. 

"In 1900, eighty per cent of our sales on follow-ups were 
made on the first three letters sent out. Today about the same 
percentage — eighty per cent — are made after the follow-up splits, 
after prospects have written in for some special information.** 

But the follow-up is not automatic; it is really a delicatei 
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ANSWER THE INQUIRY—FULLY 5d 

piece of machinery and its results will depend largely upon the 
personal attention that is given it If you are selling a single* 
inexpensive article a series of letters might be written l&at would 
take care of all the correspondence* but with an extensive llne^-^ 
different articles sold ^t various prices and with different terms, 
of payment — there is likely to be more or less correspondence 
before a sale is made. Upon the completeness of the answers 
will depend the number of prospects who buy. 

Suppose you are advertising a chemical fire extinguisher and 
a hundred requests come in for catalogues. You send them all 
the same printed matter and the same letter; a week or two later 
you may send another letter emphasizing some new point; 
possibly two or three other letters will follow and then the replies 
come in — one man wants information about the operation of 
the apparatus; another asks for special prices in large quanti- 
ties; a third wants to know if you will send an extinguisher out 
on trial; a fourth is ready to buyif you well let him pay for it on 
instalments; another wants to know the difference between 
your extinguisher and the other fellow's; then someone will 
want to know whether this extinguisher will lower his insurance 
rale — ^and so on, without end. 

The minute the follow-up splits — the minute the prospect 
writes for some special information, it is time to specialize* 
Give his inquti-y individual attention. This does not necessarily 
mean a dictated letter, for it may be that so many ask about 
its operation, for instance, that you can have a form letter to 
give this information. But you have got to make sure that 
5ie inquirer gets that particular letter — sending him the balance 
of the regular follow-up will not answer the purpose. 

lYhen you find out what the man is flunking about — the 
thing that makes him hesitate — ^you may then want to send out an 
entirenew series of follow-up letters dealing with that particular 
phase of the subject. Then after you have satisfied him on 
this point he may jump to some other point on which he is not 
quite clear and you must give him that information in the same way. 

The moral is clear: whenever an inquiry comes in that 
seeks some special information you have got to drop the reg- 
ular follow-up and give the inquirer a specialized follow-up 
that will apply to his individual case. 

There are any number of reasons why a person may write in, 
before he orders — he may be greatly interested but want more 
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infonnatioii; he may reply out of idle curiosity; he may be ready 
to buy under certain conditions or he may want to substitute 
something a little di£ferent To dump all your inquiries into 
one hopper and run them through the regular follow-up milt 
would be poor business. After, money has been spent in 
locating a prospect and he is sufficiently interested to write in, 
the chimces are he can be sold but this does not mean that he 
can be sold with hand-me-down arguments — they .may have to 
be altered before they will fit 

There is no way of foretelling when a follow-up wiU 
split Upon receipt of a catalogue, one prospect may imnedi- 
lUdy write in for certain information that will call for special 
attention while another prospect may receive a half dozen letters 
before he is sufficiently interested to respond, but when he does 
write, it may be on that same point The same letter that 
answered the first prospect's inquiry several weeks before may 
be used again. 

Suppose you are conducting a correspondence school and 
someone writes in for your printed matter. You have no inti- 
mation as to the course in which he b interested and you 
sen<jl him the general follow-up letters which show how he can 
educate hitn9elf at home by taking up your work. In two or 
three weeks he writes that he is especially interested In learn- 
ing a foreign language. Immediately you cut his name off 
the general follow-up list and start sending him a series spec- 
ially written to show how easy it is to master another tongue 
by your particular methods; then after receiving two or three 
letters he may write in that he wants to learn Spanish and 
asks about that course. Immediately you narrow your follow- 
up and dome back with arguments on the advantages of 
knowing Spanish; you emphasize the opportunities in the 
southern countries for Americans who can speak Spanish. In 
a week or two hs writes that he would like to take your course 
U he can get it on monthly payments. Here the follow-up is 
still further specialized and you start off on another tangent 
to bring him into line on thb point The possible splits are 
innumerable. Your problem is to follow each split promptly, 
logically, fully. 

No rules can be laid down, applicable to all businesses, for 
the specialized follow-up. On some proportions, from the 
day a prospect repUes he must receive mdividual attention. 
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Form letters would be disastrous. Oa other propositions* the 
follow-up may isplit so often on the same point that form letters 
can cover the new angle as effectively as personal letters; 
more often the panightph system can be used. An entire 
form letter would not be applicable but the correspondent can 
designate paragraphs, covering certain points, that continually 
4K>me up and the^e paragraphs can be used over and over 
again. 

Some letter-writers have this system worked out with^ para- 
graphs, grouped under subjects. These take up the t^dking points 
from so many different angles that by merely noting on a letter 
certain numbers, a reply can be written from the paragraph bdbk 
that wiU be just as truly specialized as if the letter had beeh 
dictated and it b a personal letter in that it covers specifically 
the subjects on which the prospect wants further informatipn. 

The first step in giving the .inquiry individual treatment 
)a that of separating the inquiries according to some appropriate 
method of classification. Different businesses group inquiries • 
by interest, location^ kind of prospect, or kind of goods. 

Classifying inquiries on the degree of interest shown is the 
best method where a single product is being marketed. 

In the ^'geographical method" inquiries are.grouped accord- 
ing to the city, county or state from which they come. 

The advantage of this method may be shown by an inddeat 
illustrating the folly of using country appeals on city inquiries. 

A city newspaper man unexpectedly picked iip $1^0. He 
had always wanted a motor boat Living within a few bloc)ci 
of the lagoon in a park where hundreds of motor boats are 
kept dock^, had given him the desire — now he had the money. 
He wrote a hasi^ line to a leading boat concern. Bade 
came the 8tereo^>ed reply. Number one: **As we have no 
agent in your vicinity, we have decided to make you an agent's 
proposition and discount'* He was not looking for an 
agent's proposition, and bought his boat elsewhere. A countiy 
boy might have jumped at the *'no agent in your vicini^' talk- 
ing point — ^a blase city man is prejudiced against the firm. 

This was one place where the boat company lost a hun- 
dred-and-fifty-dollar sale — ^perhaps one of thousands. 

Take an automobile selling agency. Greography determines 
to a considerable extent what arguments to use. The Chi* 
cago city man is not going to worry about hills and sand: he has 
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smooth pavements, and for city runs» sand will not trouble him. 
The St Paul man» on the other hand, will want hill climbing 
ability. Country towns on a sandy prairie call for one class of 
talking points; a farmer prospect, in a country where gumbo 
mud is often hub deep, will remain unstirred under the appeals 
that will sell a New York farmer. 

One way of getting individual treatment is classifying in- 
quiries on tfie kind of prospect You would not talk the same 
to a janitor as to a bank president An employer of labor is 
reached by an entirely different set of reasoning than an em- 
ployee. A school teacher buys a set of encyclopedias for one 
group of reasons; a proof-reader for another. A clerk buys 
land because he longs to go to farming; a farmer because land 
values are the onljr values he feels sure of. 

So the time to split a follow-up may be the day the first in- 
quiry comes in. The location of the prospect may give a cue 
on the arguments most likely to appeal to him; the letterhead 
may give facts about his business that will permit specialized 
arguments coupling the product up closely to his own needs. 

As a conscK][uence, classification of inquiries on the occupa- 
tion of the prospect is one of the surest that can be made. There 
are other classifications — in fact, a canvass of twenty different 
lines where inquiries are classified on kind of prospect, shows 
that about halif of the businesses stick to the "occupation** 
classification while others use groupings based on other attributes; 
as, rating of customer, probable future orders, amount of goods 
sold last year — ^this by a stove firm placing considerable stress 
on amount of sale — general business standing, and the like. 

Where a house carries a varied line of goods, classification 
on the line about which inquiry is made is n^essary. Differ- 
ent items call for different talking points. But more than this, 
the kind of treatment hinges on interest — ^and what the inquirer 
asks about is a sure guide to where hb interests lie. 

Granted that personal attention is necessary when the follow- 
up splits, the point of application is important The general 
rule shoidd be: the more nearly personal the answer the greater 
the chance of making the sale. 

U this personality is spread over a dozen letters, a corre- 
sponding dOBciency surely follows; if thinned out to cover 
thousfmds of forms the dilution of personalis gives a similar 
dilution of selliiig forced- 
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Varying The Appearance Of 
Letters In The FoIIow-up 

FART VU HOW TO CONDUCT A FOLLOW-UP CHAPTER 91 

MOST FOLLOW-UP miUrs agree that it is not 
enough to approach the prospect with new argur 
ments and from different angles. He may tossthe 
letter into the basket unread and so an addiiional 
appeal is nuide to him by changing the stationery. 
Try-outs have proved that by using differeni sizes ^ 
styles and colors of envelopes and letterheads^ a 
series of letters are More Widely Read than 
when the same m^sapes are sentout on onekindof 
stationerv. Putting in uniaue enclosures ^ inserting 
post cards or maUing cards between letters — these 
and other schemes aad to the mdling power of the 
foUovMip and this chapter tells how such schemes 
are applied by successful correspondents 

ANYTHING that is monotonous tends to put a damper on 
one's interest in it. The play that packs a theatre every 
ni^t by its brightness and originality soon palls on the 
performers. The landscapes ^which tour/sts travel many miles to 
see are seldom appreciated by those who live near them. Peo][de 
are interested ii^ a change; that which is novel attracts solely be- 
cause it is novel. Styles in dress are kaleidoscopic— it is strait 
dt human nature to avoid monotony and to seek for change. 

So the adv^tising man and the correspondent seek to create 
interest by new ideas* new methods of presenting their proposi- 
tions* new schemes for attracting attention* new hooks tot 
getting the order. Fortunate the man who can i^te so enter- 
lainin^y that people will read his letters even though they had 
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no previous interest in the subject. There are some men who 
could write an interesting tetter on a new subdivision in the mid* 
die of Sahara; doubtless they could sell town lots at the North 
Pole. But most correspondents are not so fortunate. They must 
resort to schemes for attracting attention and centering interest 
in their proposition. In the beginning a prospect may know 
nothing about your goods. Your first letters may arouse a most 
cursory interest; months later the prospect ^ay become so inter- 
ested that he will read anything you send him* but it may take a 
long educational campaign. His budding interest must be nursed 
along not only by new angles of approach and arguments but by 
the appeal to the eye tliat comes from a change in thestationery, 
a variation in the typographical appearance, Uie use of novel en- 
closures or colored post cards and other printed matter. 

There are some firms that stick religiously to one kind of 
stationery and do nothing to vary the physical appearance of 
their correspondence. "You want to write such good letters,** 
they argue, *that people will always take time to read them.'* 

*'Might as well advise a publbher," comes the reply, "to 
make his magazine so interesting that it would not need illus- 
trations and an artistic covet.'* 

The magazine can be made interesting without pictures; it 
can be tnade to sell with the plainest of covers but the maga- 
zines that have the largest circulation and attract the most at- 
tention, employ the finest artists and spend thousands of dollars 
for startling cover designs. It is a never-K^easing search for 
novel ideas and schemes for making an appeal to the public. 

So changes in appearance of the follow-up and unique 
enclosures are used, not to take the place of the strong, well- 
written letter, but to reinforce it, assure a wider reading, and 
concentrate attention on its message. 

The most familiar scheme is to use different styles of paper 
and envelopes. If a person receives half a dozen letters from 
a concern and finds nothing to interest him especially, the 
chances are the next in the series will go to the wastebasket 
unopened. But if the next one comes in a different dress 
it b more than likely the recipient will open the envelope and 
at least glance at the opening paragraph — ^it may approach 
him from some angle that will catch hb attention and some 
new ailment may carry him along and develop hb interest* 
il a sale results it can not be credited to the different sta^ 
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Every business man can tise post cards; three different uses are shovm above. 
The first, containing a map, gives emphasis to the favorable location of a 
hotel; the second is a colored advertising card containing at the side the 
name and address of the local dealer; the third is a novel return post card 
on which a business man may readily indicate the most convenient time for 
the salesman to call 
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Colored cards and mailing folders are now a factor in business. At the 
top are shovm part of a series mailed in a sales campaign for a new brand 
of tobacco. The cards are folded twice and a one cent stamp is used as a 
seal to hold the fold together. Three lower views are colored cards iUus- 
trating products that are vndely advertised; the fourth card is one of a 
series sent out by a bank to advertise its savings devartment 
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HOW DIFrERENT STYLES ARE USED 67 

tic^ery» but the stationery helped; it made a momentary point 
of contact, long enough to transmit a ciurent that electrified 
the reader's interest. and led him on to consider the proposition. 

Some concerns use two styles of letterheads; one con 
taining nothing more than the name and address neatly printed 
in the comer; the other, intended to impress the dbtant pros- 
pect with the size of the firm, shows a bird's-eye view of the 
plant at the top of the page, together with the names of officers 
list of branch houses and possibly other data concerning the 
capacity of the institution, its shipping facilities, and so forth. 
It is the practice of some firms using the two kinds of letter- 
heads to alternate, writing to a man first on one and then on the 
other. Two colors of paper are used for the carbon copies so 
the steno^apher can^tell which letterhead was last used. 

Possibly a more familiar scheme is to provide different styles 
of stationery for different departments and in a follow-up 
campaign send out the letters from the various departments. 
Thus one letter would go out over the personal signature of the 
''General Sales Manager," another would bear the name of the 
president, and so on, each one using a distinctive line of stationery. 

One firm, manufacturing display fbctupes for merchants, 
has some thirty different letterheads. The printed matter is 
the same on all but in the upper left hand corner of each is a 
large halftone showing some use to which the fixture may be put 
Every letter that a merchant receives brings forcibly to his 
attention some specific method of using the fixture. 

The same idea is carried out by a large concern in New York 
manufacturing electric signs. In the course of the year it gets 
out a dozen or more letterheads, each bearing a halftone illustra- 
tion of a new sign that the company has erected. The color of 
the stationery is also changed and the company is convinced 
that this has proved its most effective advertising. 

An eastern firm selling ladies' suits and cloaks by mail, follows 
the latest styles in stationery and if the styles do not change 
often enough to suit the requirements of the manager, he finds 
variety by using different tints of paper. The stationery is 
always of good quality and in the best of taste. The return 
card is printed on the reverse flap and there is a "social tone" 
about its letters that assures their being read. 

A Baltimore firm doing a large business by mail has three 
styles of letterheads. Its JfoUow-up consbts of six letters^-'two 
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C8 FREAKISH EFFECTS SHOULD BE AVOIDED 

are tent out on each style* of paper. The first and second 
letters go out on an engraved letterhead giving the name of 
officers and location of branch offices/ . The second style is a 
lithographed heading with a large view of the plant and con- 
siderable information concerning the company's products; the 
third design is embossed and contains nothftg more than the 
name, address and words ^'Executive Office.** 

A St Louis firm uses the same printed matter on all. its 
letterheads — a trade mark» name ai^ address. Its variation 
comes entirely in different kinds and colors of paper — flats, 
bonds, linens and linen-finish bonds, in innumerable shades. 

Sometimes correspondents resort to freakish effects that 
*'faU down'* because attention is attracted to the paper in such 
a striking way that the reader forgets all about the proposition. 
This is the effect on a reader receiving a letter on a sheet of ordi- 
naiT manila wrapping paper. A letter on a sheet of **onion 
skia* pioved a curiosiQ^-every one in the office where it^was 
receivei felt of it and. made some remark about the paper, 
but no'one read the letter. Eccentricity has no place in busi- 
ness. The salesman who is so foppishlydressed that one cannot 
help thinking about hb appeamnce takes few orders. 

A letter &om a moving-picture house on very dark paper 
with a white space in the center representing the screen, on which 
the letter-message is shown, was also passed around the office 
but every one.r«Eul the letter and commented 6n the clever idea 
because it coupled up the reader's interest in the proposition. 

One of the most familiar methods of varying the stationery is 
to switdi from the regular letterhead and the familiar six and 
three-quarter envelopes to the double note size and the baronial 
envelope. A paper house using nothing but its monogram, 
prints it in black on the noteheads and in red on the letterheads 
and pix)duces a very striking effect 

A large electric light company has developed a great pub- 
licity feature from its stationery. Are lights for store illumination 
are shown on the letters thitt go to merchants. Uses of elec- 
tricity in the home are Ohistrated in the letters gcnng to house- 
wives: manufacturers receive letters from the ''Private Plant 
Diepartment'* and a score of different outlets tor electric light 
or power has been developed in this way. 

There is almost as great a variation in envelopes air in letter- 
heads. Many oonoem«« strive to relieve the monotony, by unique 
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^ PmPERENT STYLES OF ENVELOPES ^ 

designs, at the same time making sure of an advertising service. 
One successful house uses four di£ferent styles of envelopes: the 
regular size with return card in the comer; the baronial with 
csurd on reverse flat; the window envelope and a plain envelopes 

Firms sending out periodic announcements do not find it 
so necessary to resort to attention-getting schemes. For in- 
stance, a store that issues a monthly bargain bulletin or sends out 
a notice of special sales can feel reasonably certain that the 
women will read its letters or circulars although always mailed 
in the same kind of envelope. 

Lighting companies, telephone companies and other con* 
cems that send out bills or statements every month are usually 
careful to see that letters or circular advertising matter are 
mailed in envelopes conspicuously different from Uie envelopes 
used for the statements. A western banker applies the same 
idea in using a distinctive stationery for advertising matter. 

'''We have found,*' he explains, **that there comes something 
of a mental shock to the average man when he gets a letter 
from a bank; he wonders if a check he has deposited has been 
returned, whether he has overdrawn his account, whether 
some one has defaulted on a note he has signed, or if an account 
has been sent to the bank to collect Tliere are lots of dis- 
agreeable things that might be in that letter, and so we reliete his 
imnd quickly by printing in large type *Put your Money in Farm 
Mortgaged or, '3 per cent Inieresi paid on Savings AcoaunUf 
or something of that kind, on the envelope.*" 

None of Uiese points are too insignificant to the correspondent 
who studies the prospect or customer— who understands what 
^'psychology** means when applied to business. 

The use of enclosures is almost equal in importance to the 
stationery. Here is opportunity for infinite variety — order blanks 
return envelopes* return post cards, stuffers, circulars, folders 
lestimonials, price lists, samples, coupons or certificates, souve- 
turs — the possibilities are unlimited. What to enclose and the 
wder of sending out different kinds of advertising matter de- 
pends on the proposition. There are no genend principles, 
except to avoid sending the same kind of enclosures repeatedly. 
There may be two exceptions — ^the order blank and the return 
envelope. Advertising men of wide experience nearly aU agree 
that no letter relating to a selling proposition should be miuled 
without an order blank accompanying it, as one never knows 
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70 USE OF ENCLOSUBES AND COLORED CARDS 

just when the prospect may be in the mood for buying, and 
facQities for ordering shouU always be at hgind. 

The third variation possible in the follow-up campaign is 
to use colored mailing cuds or something entirely distinct from 
letters to break the monotony of the correspondence and to 
approach the prospect bom a different angle. Land com- 
panies and promoters of mines* and various industries, fre- 
quently sandwich between letters a newspaper or magazine 
containing a write-up of their proposition. Facsimile testimonial 
letters are sent and lists ci buyers are looked upon as ''good 
copy* Where the proposition justifies it, a telegram or night 
lettergram is sometimes used to close up a deaL Cokred mailing 
cards are widely used and with good results, for they usually are 
artbtically gotten out, the messages short and to the point. 

While & follow-up permits of an infinite variety of appeals 
and arrangements* each concern must work out* its own line o( 
operation* but the actual methods, of one successful firm may 
be suggestive. This concern sells cream separators by mail 

When an inquiry comes in^ ia catalogue b sent, accompanied 
by a four-page letter which bears down on the price of the separ- 
ator and the saving it will meian to the farmer to buy direct 

The next approach is a post card showing the simple mech- 
anism of the machine; next a letter is lient emphasising 9ope 
improved attachment; then follow two mailing cards, each 
giving a testimonial and pointing out one reason why this 
separator is as good as hi^er-i»iced machines* Then a letter 
goes out over tlbe signature of Uie [resident telling how fie has 
used the separator on his Own farm. He writes in a man-to-man, 
farmer-to>farmer attitude and urges the recipient to send direct 
to him for further information on any point that is not perfectly 
dear. If this letter does not bring forUi a response, the nam^ jb 
taken from the list of prospects and placed in the "dead" Bie. 

The mailings are four days apart; each mailing takes up one 
dlstiDM^t selling point but all drive home the one idea of ''s^tis- 
bction.** 11l^ is no monotony in this campaign; there is no 
was^ postage and the business has been developed rajMdly. 

Vary the stationery, approach the prospect through different 
niedi!(UD9* present you^ arguments in different clothes but keep 
his interest centered in^your proposition an4 dp not let it scatter^ 
because ci eocentridtiea and far-fetched schemes that do not 
apply to it 
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Scraping BARNACLES Oif The 

Mailing List 

PART Vn HOW TO CONDUCT A FOLLOW-UP CHAPTER tg 

NO MATTER how strong your letters may he, 
how convincing your arguments or how attract- 
ive your offers f tiie whole campaign wiU prove 
a faiJure tf it is not directed at Live Prospects. 
Every "dead" name that is carried on your list 
adds to the selling expense of those who buy. Cor- 
respondents too often center all their thought on 
the PhESENTATiON of a Proposition and^ while 
watching closely the cost of preparing and mailing 
their letters and advertising mattery overlook en- 
tirely the Dead Weight on the Mailing List 
that Ibipedes the Campaign. This chapter takes 
up specific schemes that have been used for bring- 
ing the mailing list into dry dock and ScRAFING 
off the Barnacles 

AN organization employing about one hundred and fifty 
men in the office submitted its follow-up list to each one 
with the request that he go over it and take out any that 
might be tagged* "Not in the market," "No longer interested/* 
*'Moved/' — names that should be taken from the active file. 

Nearly every man in the office, it was found, was able to 
*'spot" one to a dozen names, either duplicates, or "out of the 
market" Remaining employees recognized nearly as many 
mdre names, which it was time and money wasted to circular- 
ize. This made a substantial yearly saving, besides calling forth 
several profitable suggestions. 
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?i DROPPING THE MEN WHO ARE NOT INTERESTED 

The af«rage maOing list becomes fouled rapidly with oames 
off former prospects who have died, moved away, bought, gone 
out of business or for other reasons are oo longer io the market 
and so the wise manager has his hst taken into drydock period- 
ically and the barnacles scraped off A single mailing to a 
*'dead" prospect means only three or four cents, but io a large 
list which is covered several times a year the drain is too great 
to tie overiooked by the progressive manager 

Particularly on short time propositions — as those io whidi i^ 
velopment plajos mature rapidly — ^it is necessary to cut the pros- 
pect off the list, ft>ecause the psoposition is constantly changing. 

When the prospect does not reply to any of the foUow-upa, 
one of the following plans may be carried out: 

1. Simply drop the prospect who has paid.no attention* 

2. Ask Idm for information as to how the proposition has 
appealed to him 

8. Switch him onto some other plan or proposition the 
company b putting out 

The disadvantage of cutting the pro s pec t off the Kst— 
abandoning further work oo him---is that he may be considering 
the proposition, and may have made up his mind to order 
at some future tmie. 

Followmp writers are strongly interested in knowing exactly 
how ^e proposition has appealed to the prospect His sharp 
eyes may have seen some flaw in the presentation of the proposi^ 
tion that has not occurred to any one else. He may be a very 
valuable man along that line; may possess information that he 
b perfectly willing to give and which b very valuable to the 
foUow-up writer. In one case, at least it was found that a 
customer who sent for a catalogue of an orange orchard out of 
curiosity, was a walking encyclopedia on the subject of oranges 
and orange-culture. An interview was arranged and the mtire 
foUow-up literature was changed on the gratuitous advbe of what 
correspondents call a *Vubber neck" inquirer. Biit more than this, 
if by any means the regular prospect can be induced to reply to 
any kind of a letter»he b then more in the mood to order. This is 
guarded as one of the choicest secrets of a successful promoter 
who, aside fitom tus regular follow-ups, writes various letters 
asking information, or otherwise calling for an answer. Those 
who do not answer are considered '^ure-enough** bamacles, 
and are dropped from the Ibt 
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CHECKING LISTS THROUGH LOCAL MEN TS 

An instalment mail-order house finds it pays to cooperate 
with justices of the peace in clearing up its Usis. These men. 
it has been found* make unusually good collectors and 
incidentally are available to check over lists of local prospects. 
The letter sent to a justice reads: 



Oe&r Judga : 

As yott knov. w h^y a larst nimb«r of oolltotlont. 
theat b«liiic h&ndlad whT9 possiblo b/ Justio«s of tho poaoo. k% 
a result, w feol that you will ^^ Interostad la tho enolosod 
list of nanas of your nalghbort whoa wa ara writing froa tiaa to 
tine for huainaaa. 

It will taka t>ut a aoaaat for you to glaaoa orar thaaa 
naaaa and plaoa ohaok aarka opposite tha aaaaa whioh oan ha 
eallad "llTa"— that ia, having tha right addraaa and whioh ara 
prohahly "in tha aarkat." Wa hare laft a hlank oppoaita aaoh 
aaaa so that you aay tfat down any auggaationa or oorraotiona you 
say haTa to aaka regarding othar naaaa. 

Ya. will rooiprooata by aanding our oollaotiona your waf 
Xn tha futufa, or. If you prefer, will pay you for your tiaa. 

Very ainoeraly youra. 



^^^a<m ^^r-^ >. f^Z i / i m^* ^ 



Other modifications of this plan are to get lawyers to CO- 
operate--a plan only moderately successful, landing a registered 
letter to the postmaster in small towns and the ''chief carriers" 
in carrier towns, offering a cent a name to a bright boy for check- 
ing up the list sent him, or writing to the assistant cashier of a 
bank, enclosing a small draft in payment for services, are 
schemes that usually work out aJl right 

This same idea, applied in a different Way, is used by a large 
wall paper house having an annual business running well up 
into the millions, conducted entirtply through local representatives 
who sell from specimen books. A new correspondent coming 
to the house was convinced that the mailing list was weighted 
down with barnacles, and sent a letter to the local express agent 
in every town where the company had representatives. 

In this letter emphasis was put upon the fact that the 
expressman received a commission, on all the business that went 
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74 ASKING RECIPIENT IF HE IS INTERESTED 

through his office and so it was to his advantage to help the 
house to get in touch with live prospects who would buy papor 
that b sent by express* He was then asked to look over the 
accompanying list and scratch off the names of former salesmen 
who were no longer in town or who for any reason might not be 
interested. The suggestion was abo made that the company 
would be very glad to have the agent add the names of any 
persons who might prove acceptable salesmen. 

The correspondent found that the company had been carry« 
ing on its list over 2lfiQ0 barnacles — ^names of former customers, 
who had died, moved away or gone into other lines of business* 
From the same letter the company received the names of over 
40>000 possible customers* many of wl^om became good salesmen. 

A short ''cut off" letter which not only produced results, but 
cleared up the list as well, was used by an orange orchard 
company. It read: 



Otar Mr. Phillips: 

I h&T« looked up your lottor of inquiry about *Raneho 
Orchards," also oopiaa of ny rapliaa to you. I hara sent you 
our hooklat, and hare written you aereral times recardinc our 
fiTe-aere orance and fig arores, hut hare had no response to 
•y letters. 

Ye do not wish to burden you with literature if you ar« 
npt Interetted, and shall consider it a faror if you will tell 
Be why our proposition does not appeal to you. 

Would you prefer a tea-aore tract of undey eloped land 
Olosa to the orchards? 

Are you interested in Ranoho at a hone" or an inyestmeatt 

Z shall appreoiate your reply. Tou are inrited to use 
this sheet and the self addressed staaped enrelope in answeriac» 
if you will be so kind. 

Very truly yours. 

Vice-President, 
TEB BAYS LAHD COMPAIT. 



A St Louis firm selling high grade bonds has found it neces* 
saiy to revise its list every six months or a year. Bond offerings 
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MAKING USE OF RETURN POST CARD 75 

accompanied by circular letters, are sent to all inquirers for a 
period of six months, or, where correspondence is faVorable, for 
a year. At the end of that time a return postal is sent, asking 
the recipient if he wants to be kept on the mailing list. 

This method is applicable to bond buyers, as they are 
for the most part business men and women and give a prompt 
reply to a postal of this kind. This plan has been tried in 
other lines, and it has been founds as a general thing, to secure 
the best results from two classes of people — business men and 
farmers. It has been found that they respond readily to a re- 
quest to have their names taken off the list 

A plan for determining the '*liveness" of a list is that of 
making such an attractive offer — ^aside from the main offer — ^that 
the live ones will answer. Sometimes a book, picture or pre* 
mium is offered in return for a reply card request In 
other cases a small price is charged — a ''two-cent stamp" to 
shut out mere curiosity seekers — or "twenty-five cents for a 
dollar book," or article. On an English book list over sixty 
per cent responded when a pamphlet was offered for two 
pence-— about five cents. This gave an opportunity, not only to 
determine the "live ones," but to correct up names and 
addresses prelimmary to a larger campaign. 

A department store manager who puts out a catalogue 
every six months, is educating his customers to "regis* 
ler^* every year or at least every two years. He starts his 
campa^ for a list with a letter, "Register for the big book." 
This letter goes out six weeks before the catalogue is ready. 
Those not registering are circularized until about ninety per 
cent finally answar. This, together with inquiries, gives a five 
list, assuring small postage and catalogue loss. 

A corset company'doing a large mail-order business, found it 
desirable to lighten the mailing list of unlikely prospects 
and a letter' was sent out to all ^e doubtful customers, asking 
for particulars regarding their corset department, how much 
space it occupied, how many people it employed and what lines 
it found to be the best sellers. The information, the letter 
stated, was for certain statistical data that was being compiled. 

This was a subtle scheme, for, while only a few merchants 
who had corset departments took the trouble to give the informa* 
tion desired, in nearly every case merchants who did not handle 
corsets or who were out of business, wrote in and explained why 
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76 A CLEVER SCHEME TO CLEAN UP LISTS 

the letter diil not apply to them. In this way» the correspond* 
ence department was able to scrape o£P the barnacles, keeping 
on its mailing list only those who were known prospects. / 

One correspondent with a wholesale dry goods house had 
the girls compile a list of all former customers from whom nothing 
had been heard for several years* in order to ascertain how 
many of them were still in business. Then he had some personal 
letterheads and envelopes printed on the finest grade of bond 
paper. He wrote to the merchants that he was getting out a 
list of the dry goods houses in ihe different states. Would 
the recipient be willing to cooperate with him by giving him 
certain facts regarding Uie length of time he had been in business 
and the names and addresses of other dry goods n:ierchants in 
his own town? 

Here» again, the merchanb who were in business did not all 
respond, by any means. But in almost every case where a man 
had gone out of business he replied, or in the case of men who 
had died, relatives who received his mail replied, stating the 
facts; in case of removal, letters were invariably forwarded 
or returned by the postmaster. The high grade of stationery 
used and the absence of advertising ear-marks seemed to de* 
mand prompt attention and the replies enabled \he corres* 
pendent to rid the list of thousands of names of men who, for 
one reason or another, were no longer prospects. 

Finally, what to do with culled names, is a question that 
bothei9. Some firms make a practice of trading ''culls'* with 
businesses in somewhat the same line yet not in direct competi- 
tion. These names are then tried out on a single letter proposi- 
tion or are written a letter asking if they are interested. A firm 
employing agents has secured several hundred good representa- 
tives from the culb from the customer lists of other houses* 

In general, it is best to abandon the "dead list** There are 
enough live prospects — concentrate on these. 
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Mistakes To Avoid In The 

FoUow-Up 

PARTVU HOW TO CONDUCT A FOLLOW-UP ' CHAPTBR 8S 

THE ]?OLLOW.UP is one of the most usejvl 
tools in modem business — but it is not an AUTO- 
MATIC Tool. Properly directed it unll perform 
an infinite number oj services-find customers^ 
sell goods and extend a business indefinitely; care- 
lessly handled^ it will leave in Us wake prospects 
whose interest has waned, customers whhse trade 
has been lost, bills that can never be collected, 
opportunities tliat cannot be reaained. From the 
conception of tJie letter to the addressing of the en- 
velope that carries it, there are innumeraJne oppor- 
tunities Jor errors, anyone of which will spell 
failure. What the most common Mistakes are 
and How they can be Guarded Against are con- 
sidered in this chapter 

ONE of the surprising things proved by our system of try* 
puts>" says a leading mail-order merchandiser, "is the fact 
that a letter put out to get business may actually lose 
business. It may not only cost money to mail but a carelessly 
written letter put out in a slipshod manner has cost us several 
thousand dollars in actual business besides the indirect loss 
which could not even be estimated. 

**On one occasion, a letter went out containing some most 
undiplomatic statements touching the percentage of profit made 
by dealess* This might have passed unnoticed but the mailer, 
through erron sent it to our dealers' list made up of about six 
thousand dealers who buy of us, despite the fact that we are a 
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78 TWO FAULTS : MEDIOCRITY AND GENERALITY 

mail-order house. 'The error was discovered after some four 
thousand letters had been mailed but not in time to stop a loss 
of over $4»000 in business from concellation of orders alone.** 

While the results of error in the follow-up are not usually so 
disastrous or so immediate* yet the danger b there and must 
be systematically guarded against by the careful user of the 
follow-up in business-getting. 

'^What b the greatest fault in the follow-up ?" The question 
was put to the head correspondent of a large mail-order house. 

^'Mediocrity!'* The answer was made without hesitation* 
Mediocrity is a serious f ault» but it is not confined to the follow* 
up; it is the weakness of all business correspondence. But 
mediocrity shows in a follow-up more fatally than in the initial 
letter. The writer may be original and forceful on the start 
but he can not keep it up* and the follow-up tapers down into 
anti-climax. It is hard to write one strong, original letter— 
it is infinitelly harder to write a series of strong, original letters. 

Mediocrity and generality are faults rather than mistakes, 
but they lead to the needless waste of hundreds of thousands ct 
dollars annually. 

Another thing that weighs down the promising follow-up is 
what may be called ''madiineness.'* By machineness is meant 
that set of characteristics usually associated with work handled in 
large quantities by machines, as opposed to work done by hand. 

The manager of the mail-order department of a New Yoric 
department store, who formerly wrote hmnan interest follow- 
lips for a Chicago mail-order house* says: 

''It is only necessary to consider how the ordinary follow-up. 
particularly in a big institution, is gotten up* to see why it often 
does not pull effectually. 

'1*en to one, beginning with the writer* it is ^ machine 
proposition; it is his work to turn out fio many forms that his 
superior will pass. There are any number <rf men who can 
write a good sales letter in reply to an inquiry and follow up the 
individual in an effective way but when Uiey start to write form 
letters the hmnan element is lacking — they are not directed at an 
individual and the arguments are scattering. 

*'Coming to the mechanical process of putting out the letter, 
it is printed by machine work, addressed* folded and stamped 
by machinery, and goes' out bearing the impress of machine 
work that is unmistakable and ineffectiye.** 
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BO HOW ^MACmNENESS'* LOSES BUSINESS 

That loss from machine work is easily demonstrated; go 
over an unresponsive list with a hmnan interest letter handled 
with personal care and the results show at once that when 
some real inter;^ replaces mere mechanical handling the results 
are sure and immediate. 

Ote instance of many will show this. Eighteen thousand 
form letters were put out by a mail-order house at a time 
when saks were at the lowest ebb during the year. The results 
on this occasion hardly paid for the stamps. Then a con- 
ference was called and the situation was gone into thorou^y. 
It was decided that each man at tht meeting — ^fifteen in all- 
should put out a special letter according to his own ideas; write 
it, see it printed and mailed and ''nurse" it so as to make it aa 
di£ferent from the traditional "machine" form as possible. 

The rttults were that twelve out of the fifteen sets pulled an 
average of thirty-one per cent against a former average of four 
per cent. Here vras a gain of more than twenty-seven per cent 
made by getting away from machine methods. 

One of the methods of getting away from *%achineness'* 
was tried by a form letter writer for an instalment house. Tak- 
ing an issue of 5flOO forms» he signed 2,500 of them individually. 
Next he had the files brought to him for information, and guided 
bv the previous correspondence, he added a personal note, in 
his own handwriting as a postscript This means of getting 
away from the machineness of ou^ut resulted in sales aggre- 
gating $2,144 from letters so treated to $386 pulled by an 
equal of number mechanically signed letters on a similar list 

Again: a bank one year put out a form letter during the 
holiday period bearing a postscript in imitation^ handwriting, 
''Best wishes for a Merry Christmas and a Happy New Year.** 
:The signature of the cashier, also in imitation handwriting 
followed.. Later the president had each employee write a per- 
sonal letter to a list of business acquaintances. The first letter 
went to 11,000 names; the second to 800 names, yet the second 
proved three times as valuable as the first 

There is no greater mistake than to put out a foUow-up and 
expect it to pull simply because it is a foUow-up. Unless it is 
applied intelligently it will prove a failure and a costly failure. 

Carelessness b the cardinal sin of follow-ups and is inexcus- 
able because it can be traced down to individual cases. Care- 
lessnes»--mere lack of close attention— can loll a follow-up 
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A SCHEJVIE FOR CHECKING ERRORS 81 

at any stage. From the time a letter b written until it reaches 
the prospect, any one of a hundred variations of carelessness 
may kill it. 

Carelessness on the part of employees writing and putting 
out follow-ups is of such importance to a concern using half a 
million letters yearly, that a checking system has been intro- 
duced to bring to light errors from inside the establishment 

For every thousand names on the lists, ten are for checking 
purposes. Recipients of these letters look them over carefully, 
make any suggestions that may be of value and remail them with 
the follow-up, enclosiu^s and envelope — the latter showing 
cancellation postmark and backstamp — to the residence address 
of the general manager. Those who have charge of the follow- 
ups know about the system but do not know which names are on 
for checking-up purposes. The system not only inspires greater 
care in the work of every employee but checks absolutely the 
more common mechanical errors, as in folding, sealing, stamp- 
ing; use of right enclosures and similar faults. 

In one case, a partial issue of 6,000 letters was sent out with 
a wrong enclosure. Without some such system this piece of 
oarelessness never would have been known. To correct it a 
follow-up was sent out explaining the error and this letter 
proved to be a good puller. 

The errors ^at actually happen every day are too varied to 
permit complete classification. There are certain errors* how- 
ever, that may be grouped and reference to them in this connec« 
lion may help in guarding against their occurrence. 

In the first place, may be mentioned errors in subject matter. 
A blunder of this kind is frequently made when an inquiry 
comes in on some particular point and the regular form letter is 
sent in reply — a letter that does not deal with the particular 
phase of the subject in which the prospect is interested. Under 
this head may be grouped the letters that give offense >or arouse 
antagonism. A Chicago man received a letter from a New York 
clothing manufacturer beginning: 



"It is just as sasT and soonomioal for you to wear 
elotnes that ere aade in Hew York— America's Style Center'*- 
elothe» that set, not mook, fashions, as it is for you to wear 
the other kind. • 
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ASSUlONGrTHE TVBON6 ATTITDDB 



Here was a sli^ at the. man's local pride. It was aa 
attitude to arouse resentment T)ie very reference that might 
have helped a sale lo someone living in or near New York gives 
offense to the man in a distant city. 

There is no more inexcusable blunder than to. abuse 
m man because he does not respond to your letters* even though 
he may have answered your advertisement There are m thou* 
sand and ten good reasons why he might not reply. Supposing 
a man Who b away or sick or is temporarily tied up in some 
tug business deal* but is still interested in your proposition, re*, 
eeives such a letter as this: 



*A11. kinds of ft«*«r-do-w«ll8 bob up in roply to adTaf* 
tistBOBto. and our •ystoa of stCLtlns this aonoy-MOcliic propott* 
tioa in eold typo at tha atart»of f waa adoptad aa a aaana of 
vaadias out tbo dead oaea. 

*fa kaav tha dead oaaa wouldn't 'ooaa baok. * 

*Tott baTOB't. 

"But it doaaB't Booaaaarlly follow tbat you ara a daa^ 
o6a. Xf tha daad onaa doB*t 'ooae back,' it doaaa't aaaa that 
all who don't ooaa baek ara daad onaa. Oat tbat? 

*Aayway. wa ara proddiac you with thia lattar to eaa i| 
thara raally ia aay lif a ia you. " 



Could you imagine a letter more deadly to prospects? 

Another error in the subject matter is. callmg attention ttl 
the fact that no response has been given to previous letters ^ 
While this is done sometimes by the most successful 
writers it usually strikes a wrong chord to remind a man 
that he has already turned a proposition down several times. 
Here is the opening paragraph of the second letter in a 
follow-up: 



"Va beg to inquire if you receired our reply and oiroa* 
lar matter sent to you two weeka ago in rosponse to an inquiry 
received from you. Pearing that possibly you didn't, or that 
you hastily mislaid it. we attaoh herewith a duplioate of 
and ask that you carefully peruse ita contents." 
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LACK OF COURTESY IS INEXCUSABLE 9H 

No special attempt was made to disguise this as a form letter 
yet it was a ''give away," as a printed form calls attention to the 
fact that many prospects are not interested in the proposition. 

The letter that starts out ''You have not answered any of the 
four letters we have written you" is equally unfortunate because it 
emphasizes the previous lade of interest — a hard way to develop 
present interest. 

Then there are errors in arrangement which have to do 
not with the subject matter, but the placing of these subjects in 
the series so they will be most effective, as broiight out in the 
chapters on arguments and offers. Anti-climax is one of the 
commonest and most fatal defects in many campaigns. 

Akin to the errors of subject matter are the errors in presenta- 
tion or style. Violation of any or all of the laws of clearness, 
force» and ease; attempted "ginger style" which falls flat; 
heavy, wordy, uninteresting style; presentation from the seller's 
viewpoint; coldness or preciseness of diction; over-familiarity; 
attempts at humor; unbacked statements; anecdotes or tes- 
timonials, obviously not genuine or exaggerated or distorted 
for selling purposes; petulance, implication of obligation or 
unfairness in not replying; begging or asking sympathy; "throw- 
ing the scare;" appalling to prejudice; over-use of either per- 
suasion or conviction; general exaggeration — all are disastrous. 

A man wrote to one of the largest manufacturers of ready- 
made clothing in the country and received this answer: 



Dear 81r: 

¥• do not maJco riding T)reeohe8. 

Very truly, 

THX CIHTRAL TAILORS. 



There can be no excuse for such a curt reply. The firm is a 
national advertiser spending hundreds of thousands of dollars 
annually to secure new customers yet it failed to show common 
courtesy to one who inquired for something out of its line. A 
simple expression of regret or giving the address of some firm that 
could supply the writer's needs, would have won a friend insteau 
of offending a prospect 

Errors in the use of lists drain many a campaign appropriap 
tion — ^using either a list primarily unsuitable for the proposition 
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84 WHEN "BLANKET" LETTERS FAIL 

or one "'worn out;'' using a list which has been swindled or otho^ 
wise ''cleaned up" by some fake proposition; sending blanks 
letters to all classes; failing to cut the prospect's name off the 
fohow-up list when he has inquired or ordered or has an account 
in the process of collection. 

Few things are more exasperating to a customer who has 
ordered than to have his nanie left on the mailing list and — ^as too 
often happens — ^to be offered a lower price than he has paid. 

The errors that occur in mailing are legion — sending 
the wrong letter, as a collection letter for a sales letter; 
wrong serial number, or duplicate of letter already sent; 
"Dear Sir" letters sent to women; sending "special offers" that 
intercept orders forwarded at a higher rate; sending soliciting 
letters asking business direct in agency territory; soliciting an 
agent as a customer; sending form letters signed by printed 
signature to personal friends, and so forth. 

A ranchman owning an automobile wrote to a supply dealer 
for a catalogue as he was so far from any city that he intended 
to carry some extra parts and accessories in order to make his 
own repairs. Back came the regular form letter urging him to 
put in a large stock of goods. It told of the large profits 
that he could make by "supplying the trade" of hb territory- 
there were not three machines wiSiin a thousand miles. 

A man living in a suburban town near Chicago answered the 
advertisement of an eastern manufacturer. Ten days later he 
received the sample asked for and a proposition to make him 
"county representative." A glance at the map would have 
shown that the inquirer lived in Cook county. The careless 
use of a printed form might have lost the company the right to 
put its own organization into Chicago with its almost unlimited 
possibilities for this particular product 

A New York investment company replied to inquiries on 
railroad stationery. The letters written in longhand were 
mailed at Cleveland and bore the signature of the president of 
the company. The opening paragraph read: 



"Tour letter reached my desk Just as I was learlne on 
the Twentieth Century Limited for Chioago. I wanted to write to 
you myself but did not hare time to dictate a reply and to X am 
writing this on the train. " 
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BLUNDERS THAT ARE UNPARDONABLE 85 

Here was a clever idea to impress the recipient with the 
personal interest taken in him but careless mailing spoiled it — 
at least one prospect got three copies of the same letter mailed 
on three successive days. 

A government employee stationed in the heart of the Philip- 
pines» thinking of the time when he would return to the states* 
v^rote to a correspondence school regarding its course on 
''How to Sell Real EsUte." The third letter in the follow-up 
reached him before the second and conveyed this surprising 
information: 



"If you will •nroll at ones. w« can h«lp you aaka 
BOBsy right away. Upon raotlpt of your applloatlon wo will sand 
sroa a list of property that we haro for salo in your imodiata 
Tioinity, toffothor with tho namot of prohahlo "buyort who liro 
Boar you to you oan sot to work and put through tomo talot this 

TTJ BOBth. " 



Every business man has met with similar blunders with- 
out nuidber — monuments to the stupidity of the office 
boy, or, more correctly speaking, to Uie department head 
who entrusts such important matters to incompetent em- 
ployees. 

Errors of time should not be overlooked. No experienced 
mail-order man will send out a mailing to reach prospects 
the first of the week or the first of the month when the 
recipients are most likely to be busy. Some of the bigger 
blunders are entirely inexcusable, such as sending out adver- 
tising matter on com harvesters late in November. On^ letter 
started out: 



"How that tho holiday ruah la OTor, you will douhtloaa 
teTS tlBo for othor things." 



The letter was dated April 22. High time for the holiday 
rush to be over in most places! 

A New York trade journal, a publication devoting a great 
deal of space to criticising advertising campaigns, made an 
effort to secure a large number of advertisers for a special 
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86 LETTERS THAT ARE ILL-TIMED 

September issue. This was the closing paragraph of a strong 
two-page letter. 

"To b« turo of oatohine the ittuo, your oopy should 
roaoh us by AtJOtJST 28tli. Bottor aall it today. • 



These letters were mailed on August 25th to prospects in 
Omaha and Kansas City and other distant cities. The letters 
were entirely wasted; to comply would have been a physical 
impossibility. 

There can be no greater mistake than downright falsifying 
in the follow-up. Everyone makes allowances for a certain 
amount of exaggeration in advertising but a palpable untruth is 
always reactionary. A man who was visiting in Kansas answered 
the advertisement of a motor boat manufacturer. He intended 
to investigate different boats and buy one for a summer home 
in Wisconsin. There was no possible use for one in central 
Kansas, yet the second follow-up read: 



"We aailod you our proposition and asont's oontraot on 
April 21st. ¥• should Tory muoh liks to know what you ars goinc 
to do in ths aattsr as ws hars othsrs waiting in your oounty to 
taks up this proposition." 



One man of wide experience insists that the most prevalent 
mistake in the follow-up is the delay in answering inquiries, a fault 
in which the largest concerns are frequently the worst offenders. 

Mrs. Smith reads of some new food product. It appeals to 
her and she writes for a booklet — two or three weeks later it 
comes. The spell of the advertisement has been broken. Or 
she reads the advertisement from some children's outfitter and 
writes for a catalogue. In one case it was just five weeks before 
the catalogue reached the inquirer — ^the lady had long before 
purchased something else. An attorney hunted half an hour 
for some papers, then, remembering the advertisement of a certain 
filing system that would enable him to find such documents in a 
few minutes, he wrote for a price list It was just twenty-one 
days before the concern — another national advertiser — complied. 
By that time he had forgotten the urgent need of the filing 
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COMMON ERRORS TO BE GUARDED AGAINST 87 

■ystem and the catalogue was tossed into the discard. Thou* 
sands of sales are lost daily because adv'ertisers do not comply 
promptly — ^while the interest of the prospect is at its highest point 

Carelessness in filling-in a form letter sends thousands every 
morning to the waste basket unread. An enumeration of the 
more common errors should be sufficient to put the ambitious 
correspondent on the alert to prevent their recurrence: 

Absence of date; misdating; inverted figures or use of a 
poorly-inked rubber stamp for dating purposes. 

Inside address failing to match body of letter either because 
of different colored ribbon or careless placing in the typewriter. 

Salutation, for any reason not appropriate for the one 
addressed, as unwarranted familiarity, failure to give title or 
other distinguishing characteristic. 

Body of letter, wrongly placed on page or pages, particularly 
crowding too much matter on page; double spacing when nisgle 
spacing would appear better or save a page; irregular in- 
dentation of paragraphs or first line of paragraphs too deeply in- 
dented; turning short line at top of new page. 

Complimentary dose for any reason not appropriate to body 
of letter or salutation. 

Signature: ill^ble, where handwritten or reproduced from 
handwriting; obviously an imitation, when duplicated; omis- 
sion of pen-written signature when rubber stamp with 
•Tcr *' or "By " is used. 

Wrong enclosure or enclosures; enclosures referred to in 
letter not enclosed; enclosures too bulky for the envelope. 

Folding bottom edge so as to line precisely with top; mis- 
folding; folding so as to crowd envelope. 

So-called ''water sealing" which does not stand handling; 
sealing which attaches flap of envelope to letter. 

Use of one-cent for two-cent postage ; stamp partially attached 
or out of place; under-stamping for weight. 

Such are the errors resulting for the most part, from care- 
lessness. Where any of these are present in the follow-up the 
pulling power may be lowered nearly, if not quite, to zero. 

Probably the most practical plan for reducing errors in the 
follow-up is that of having test names on the list, for this system 
not only brings to light errors that might not otherwise be 
detected, but it has a moral effect on the correspondence depart- 
ment that makes for efficiency. 
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How To Compile Lists of 
PROSPECTS 

PART Vm MAKING UP LISTS CHAPTER 84 

THE NUCLEUS oftlie sales system of practically 
every business house lies in a number of cards 
fled and automatically locked in cabinets and 
known as the ^mailing list." On these cards are 
recorded the names and addresses and other irir 
formation concerning thefvrmUs preservl and pro- 
spective customers. To these lists are sent letters 
soliciting trade^ announcements of sales and other 
communications that aim to effect sales. Upon 
the compilation of these lists depends^ in a large 
measure^ the sales of the house. This chapter 
tells how to compile them 

THE mailing list, unless properly compiled and handled* 
is a complicated, costly piece of advertising apparatus. 
It is a detail on which much money can be spent; the one 
subject tp most changes, and the one that may develop the most 
expensive leaks. And all of this is largely due to the fact that 
business men do not understand and appreciate what a mailing 
list is for. Nor do they fully understand how mailing lists are 
compiled and handled. 

The mailing list as it is understood in business is 
for one purpose: to get orders. This may be accomplished 
directly by letters and circulars sent to names on the 
mailing list, or indirectly by letters and circulars backing 
up Sidesmen or dealers. Practically every line of busi- 
ness can use letters profitably in either this direct or in- 
direct manner. 

88 
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FIVE SOURCES OF THE MAILING LIST 89 

The mail-Older man who is selling direct to the consumer 
must have a list of probable purchasers of his goods. The mail- 
order man who is selling direct to retailers must have a list of 
dealers in his line. The manufacturer or wholesaler who is 
doing a partial mail-order business must have a list of prospects 
and customers who do not buy from his salesmen. The manu- 
facturer or wholesaler who is selling directly through salesmen 
and dealers but who is assisting them with letters must have a 
mailing list of dealers and a mailing list of their customers. 
The retailer who sells in a limited trade zone must have a mailing 
list if he wants to drum up city and country business with letters. 

And so on through the cyde of trade, mail-order man, manu- 
facturer, wholesaler and retailer of goods or services — ^all lines 
of business can make good use of mailing lists of prospects and 
customers. 

The customers* list is easily secured in a house doing a credit 
business, because the ledgers show the names and addresses. 
Cash customers are not so easily secured, but the names and 
addresses of these patrons can usually be secured from cash sale 
slips, C. O. D. tickets, the invoices or orders to the alteration 
department. If these sources will not give you the names of 
your customers, then other fountain heads must be tapped. 

The compiling of a list of prospective customers in any 
business is not a difficult proposition. Every business man 
is making something, wholesaling it to the retailer, or retailing 
it to the consumer. Or, the business may be small enough or 
the conditions may be such that it successfully performs all 
of these selling operations. The nature of every business and 
trade limit its possible patronage to a definite class of buyers. 
.These alone should be reached — one need not be concerned 
with the methods used by a business which appeab to another 
group of buyers, unless they are suggestive of a plan which can 
be transplanted. 

In general there are five sources of information compiling 
of lists of prospects, and the business man emphasizes the 
importance of these as they best fit his needs. The five general 
sources are: 

Rating books 

Directories 

Solicitation and house records 

Inquiries from advertisements 

Special methods 
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00 NAMES OF PROSPECTS FROM RATING BOOKS 

The rating books aie the court of first resort for manufac- 
turera* whol^alers and jobbers selling to the listed trades. 
The mercantile agencies keep them thoroughly revised* and the 
list made up from one of diese books is as accurate as it is 
possible to make in starting out. 

Aside from the reliability of names taken from rating books 
an additional advantage lies in the fact that the list can be made 
up alphabetically by states and towns and can be confined to 
any desired territory. A third advantage of a list secured from 



SOURCES OP NAMES 
POfI THE MAIUNQ U8T 
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There are many eovirces of names and addresses avaUMe for mailing 
lists for every line of business 

this source is that it may readily be subdivided according to 
published ratings. These ratings enable one to judge to 
some extent whether the prospects would be interested in a 
proposition. 

But a li^t secured entirely from rating books is weak, in that 
the information given about each prospect is not detailed enough 
to permit the most desirable classification of the names. The 
rating books do not give street addresses and list only firm names. 
A letter makes a better impression with the street address, even 
if it is not needed. It is often better to address a member of 
the firm or some person who will be most interested, such as the 
purchasing agent — ^information that cannot be obtained from 
the rating books. 
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GETTING NAMES FROM DIRECTQRIES 91 

It must be obvious that in using rating books or directories 
it is very essential to secure the latest editions. Removals, 
failures, deaths — ^the whirl of events-^make many changes in a 
mailing list in a year, and the later the sources, the smaller 
will be the percentage of dead wood. 

Names secured from the rating books should be carefully 
checked over from the various directories which may be secured. 
Directories may be roughly divided into four divisions: city 
telephone, trade and special directories. Each may be found 
useful in most businesses. The retailer, the mail-order man and 
firms wishing to do general circularizing use all of these direc- 
tories. The city directories must be used very carefully in order 
to avoid too many duplications of a letter in the same household, 
and to eliminate uninterested prospects. 

A list of consumers built up entirely from a city directory is 
apt to show poor returns because of the possibilities of waste. 
In selecting names from an ordinary city directory there is no 
conclusive way of determining whether the persons selected will 
be able to use your product The occupation and residential 
location are the only index of possibilities. 

A manufacturer of a ten-cent cigar recently built up a big 
business in Chicago by means of a series of folder post cards. He 
compiled his list from the city directory. Professions such as 
doctors, lawyers, salesmen, and so on, were selected as likely 
prospects and these men received the circulars. Only those 
occupations were picked out which generally pay enough to enable 
the smoker to buy ten-cent cigars. Such occupations as barbers, 
laborers, clerks and bookkeepers were eliminated as it was as* 
sumed that these men would not usually smoke this gradeof cigars. 

Telephone directories, in the cities, small towns and county 
districts, are good sources from which to make up a list of con- 
sumers, for persons who have telephones in their residences may 
usually be considered prosperous enough to respond to almost 
any kind of a letter appeal. 

A great many lines of business — particularly those having 
associations — get out annual directories of their members or 
possibly they include all men engaged in the business. Good 
examples of these are the bankers and lumbermen. These 
directories are very valuable if they are up to date and complete. 
They also give you the opportuni^ of appealing to the prospects 
through their association. If you are in a sx)ecial industry and 
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n COMPILING LISTS BY PfeBSONAL SOLICITATION 

want to secure one of these directories write to the secretary of 
your association and inquire if it publishes such a list If the 
association does not, write to your trade paper and find out 
if such a directory is issued and where one can be obtained. 

There are certain high class propositions that necessarily 
appeal to wealthy persons. The names of these individuals 
are often secured from the published Blue Books. These books 
are published only in the larger cities and list persons of a 
recognized social standing. This is a very select list but its 
importance may be over-estimated because of the very fact that it 
is the Blue list, and these persons are so constantly circularized 
that it is much harder to catch their attention. 

There are hundreds of special directories which constitute 
another big source of names. These are local, state and national 
directories of lodges, clubs, secret organizations, commercial 
leagues, churches and owners of pets and luxuries which require 
city and state licenses, such as issued for dogs and automobiles. 

These lists, for specific purposes where an argument can be 
linked up in some way with the organization, are almost invalu- 
able in certain lines. These special lists and directories are 
secured from the secretaries of ihe organizations and from pub- 
lic officials. 

If one could afford to build up a list by personal solicitation 
so that in addition to securing merely the name, address and 
occupfition of each person, he could also secure such details as 
his approximate salary or income, his hobbies, number of chil- 
dren, and so on, it would make a list more valuable than any 
that can be obtained in other ways. But this is a prohibitive 
expense for most businesses, though lists might be made up in 
this manner by salesmen and clerks while going about Uieir 
routine work and the cost would be small. 

Travelling salesmen who are calling upon the trade can se- 
cure valuable lists of prospects. The difficulty is getting them 
to do it properly. The best method' is to require them to send 
in a daily report showing the persons and firms visited and 
such details regarding each prospect as may be desired. 

A wholesale house which cooperates with its dealers in their 
advertising, secures a consumers* mailing list by offering to help 
the individual dealers with letters to their trade, if they wiU 
furnish them with the names of their customers or prospects. 
"When a new grain company was organized in Kansas City. 



Digitized by 



Google 



FIVE SCHEMES FOR GETTING LISTS OF NAMES OS 

it had no idea where to secure a list of grain dealera and buyers. 
A plan was finally hit upon and circular letters were immedi- 
ately sent to all the station agents of railroads leading into 
Kansas City. Blanks were enclosed and» if the agent would 
list on these the names of the most prominent local dealers and 
shippers* he was promised a useful novelty for his trouble. 
Hide and wool commission men have also used this scheme, 
usually paying the agent well for his trouble. 

In a similar way, a country bank in Pennsylvania built up a 
valuable list A letter was written to a yoimg man in each of the 
surrounding towns, asking him to spend one evening listing 
names of prospective depositors in his town. For each one 
hundred names finally accepted, the bank pays twenty-five cents. 
When these lists were sent in they were returned to a conservative 
business friend in each of the towns, and corrected for spelling 
and desirability. The list was finally sent to the various post- 
masters, asking them to cross off names of persons who no 
longer received mail at their offices. 

A Pennsylvania mail-order retailer of furniture secures listo 
oi prospective bridegrooms by offering clergymen and county 
clerks twenty-five cents for the name of each man about to be 
married. Tliis mail-order man sells furniture on the instal- 
ment plan, and these names prove a most valuable source of 
business. 

Many retail stores compile lists through their delivery men. 
A St. Paul house secured a list of 10,000 names in this way in less 
than four weeks. In Oklahoma, a store which had to rely on 
the country trade, hired a substitute rural mail man to cover 
every route out of his town and secure the nakne of the ''lady of the 
house" at every farm. This merchant could have easily secured 
the names of the men on these routes from the county tax rolls, 
but he knew that the women buy three-fourths of the supplies and 
he wanted to appeal directly to them. Consequently his letters 
are not sent to Mrs. J. W. Smith, but to Mrs. Mary Smith, and 
this appeals to her. He has 1,500 of these names, and as the 
families average five persons, the merchant is sure that his letters 
are reaching not only 1,500 buyers, but 7,500. The substitute 
mail carrier makes his trips every six months and thoroughly 
revises each rural route list The letters and illustrated circu- 
lars go out every Saturday morning, so that they may receive 
the best attention on Sunday. 
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94 REWARDS FOR LISTS OF PBOSPECTS 

A St Louis firm adopted a unique method of securing names 
for its mailing list The firm adopting the catalogue idea of 
presenting to a large number of desirable people its line of hats; 
but how to secure the names was the big problem. One thousand 
or two thousand names would not be enough, it was necessary 
to have a mailing list of fifteen thousand names. 

The manager hit upon this scheme: he arranged a small 
card which was enclosed with every hat sold. On the back of 
this card was the following offer: "We want names for our mail- 
ing list and offer $30.00 cash to get them. Read the advertise- 
ment on the reverse side of this card to every man over sixteen 
years of age and get his signature and business address. The 
person returning the greatest number of these cards with bona 
fide signatures and business addresses, by October 1, receives a 
cash prize of $15.00; the next greatest number receives a cash 
prize of $10.00, and the third a cash prize of $5.00. 

"Any bogus name or address given will bar the contestant 
from the prize. A postal card will be sent by us to prove every 
name and address. We supply these cards free at our store.*' 

On the reverse side is the advertisement, "Browne's $2 and $3 
hats are the best in town," and two blank lines for the name and 
address. By the use of this simple plan the store secured a 
mailing list of 25,000 names in ten months. 

The local business man does not usually have to resort to 
expensive methods to make up his lists. The clerk at the 
counter can often secure a valuable list In New York a big 
store secured, in three days, the names and addresses of 20,000 
persons who visited the establishment The buyers were drawn 
in by an offer of double trading stamps. Clerks stationed at 
the doors secured their names and addresses. Other stores 
have secured lists by offering souvenirs if purchasers would fill 
out blank cards. In a Boston store a prize was offered to the 
clerk securing within a month the largest number of new 
names of heads of families. 

One merchant got out several hundred attractive but inex- 
pensive calendars which he advertised to give away free to all 
who cared for them. Those who called for calendars were then 
asked to give their names and addresses. Children were asked 
to furnish the names of father and mother. 

Another method by which double profit may be derived from 
a crowd-attracting scheme, is to conduct a voting contest, requir- 
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ing that each person votiiig record his name, address and other 
specified information. 

Business men are becoming more and more cooperative in 
spirit, and it is now the custom in many localities to exchange 
lists. Mail-order men who are selling some specialty to mail- 
order buyers exchange their lists for lists of some other mail- 
order man selling a non-conflicting line. This exchanging of 
names is also growing among the retailers who are not in compe- 
tition with each other. 

Advertising, for many kinds of businesses, is the best means 
of securing a list of names. This is the purpose of almost every 
couponed advertisement. Persons who will answer your adver- 
tisement are interested enough in your proposition to be con- 
sidered "live** prospects. Lists compiled in any other way must 
necessarily contain more or less waste. The cigar manufacturer 
who made up a mailing list fronf a city directory circularized 
many men who were not smokers, and consequently uninterested. 
The man who answers a cigar advertisement, on the other hand, 
is obviously a smoker and is interested. 

A druggist in Atlanta has arrangements with the publishers of 
the dty directory to furnish him with the names and addresses of 
people who move into the city from other places. This enterpris- 
ing merchant mails out advertising matter at once with the hope 
of getting the trade of new-comers before they become perma- 
nent customers elsewhere. 

A Milwaukee firm dealing in household furnishings and 
furniture watches the daily papers for engagement notices and 
dates of weddings. A letter is first sent to the bride-to-be 
addressed to her maiden name, calling attention to a sewing 
machine or something of that kind. Immediately after the 
wedding she is addressed as "Mrs.** and followed up with adver- 
tising matter that is likely to appeal to a newly married couple. 

A wholesale ice cream company at Cincinnati got a list 
of prospects in the neighboring towns by addressing a busi- 
ness man asking for the names of restaurant keepers and 
other users of frozen products. An ojQPer of a gallon of cream 
was a sufficient inducement to secure a large list and this 
company found the small town to be a most profitable field in 
which to operate. 

There is an angle to many businesses which makes it necessary 
to build up a list of names from special sources. The principid 
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special sources are: registration records of voters* county and city 
records* county and city tax lists, marriage and birth records, 
prizes and contests, want advertisements and addressing com- 
panies. 

Lasts from the county and city records can usually be secured 
from city and county clerks by offering them a suitable present 
or offering to pay for the time required by a stenographer to 
make up such a list 

A Chicago neighborhood bank made up a list of persons 
residing within a radius of ten blocks. iSome of the names were 
secured from persons having savings accounts. These were 
classified in a card file by streets and numbers. Clerks then 
took the cards for each street, and on blank cards filled in the 
addresses of all houses for which they did not have names. 
Letters were then addressed, '*To the person residing at 1S9 
Mulberry St" The letter told the reader that if he or she 
would fill out the enclosed blank and present it at the bank, a 
handsome souvenir would be given to him. Within ten days 
this bank secured the correct names and addresses of over eighty 
per cent of aU the persons in that neighborhood from whom it 
could naturally expect patronage. 

An easier method for securing a list of prospects in the 
neighborhood is to copy the precinct registration lists. The 
larger cities print these, and a copy can be secured from the 
alderman. 

An enterprising bank in St Louis secures its names in a 
unique way. From the daily newspaper birth records this 
bank secures the names and addresses of the proud parents. 
After dispatching a letter advising the opening of an account in 
the child's name, the parent's name goes into a special file of 
prospects which has proved one of Uie most valuable in this 
institution. A St. Joseph, Mo., furniture store goes the bank 
one better by presenting each addition to the family with a teeth- 
ing ring. This store has a monopoly on the baby carriage trade. 

County and city school superintendents, ministers and school 
teachers are other sources of names which are especially good for 
certain articles used by women and children. One of the Chicago 
piano companies has built up an immense list of school children 
by offering the school teacher a fine book of standard school 
songs for Sie names and addresses of her pupils. It is advisable 
to teU these persons frankly just what you wish the names for. 
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A good press-clipping bureau is able to furnish the names of 
persons and firms that appear in publications for any cause. 
Wholesale houses often use the press clipping bureaus to secure 
the names of new merchants, and men intending to go into 
business. Persons elected to public and private offices, the 
names of injured persons, and names of any kind that get into 
print can be supplied by the clipping bureaus. Simply outline 
to them the kind of names you wish, and the bureau will start its 
machinery working for you. 

In the larger cities where there are located responsible 
addressing companies, lists may be purchased making it un- 
necessary to compile them. Tliese lists are carefully and reg- 
ularly prepared. As a general rule a responsible addressing 
company can furnish a list much cheaper than one can be com- 
piled. The better addressing companies have about 2,000 
classified lists. These range in size from lists containing not 
over a dozen names to lists containing over a miUion names of 
farmers. These lists may be purchased from the addressing 
companies for $1.50 per thousand up to $5 per thousand. 
Specially prepared lists cost more. 

Lists furnished by these addressing companies cover the 
United States, Canada, a large portion of Latin America and 
many foreign countries. They are divided into general and 
special lists. The former are made up of classes, such as 
merchants, manufacturers, corporations and consumers. The 
largest general list usually contains over 1,000,000 farmers' 
names, and is made up from the local tax books, so that only 
responsible and prosperous men are included. Some of these 
companies have consumers' lists numbering over half a million 
persons thiat are known to be purchasers for families. This is the 
favorite with mail-order houses. The general list most often 
used is that of 120,000 county stores, divided into two classes — 
those rated below $1,000 and those above. 

The big point to be remembered in making up a mailing list 

^to make sure that it contains names of interested prospects. A 

^or tune can be thrown away on a dead list, and the business man 

must guard against the needless waste of money on inert names. 
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How to Keep the Mailing List 
UP TO DATE 

PART Vllf MAKING UP LISTS CHAPTER 85 

THE SUCCESS 0/ a maU-order campaign is 
necessarily dependent^ first of aUy upon tlie 

ACCURACY OP THE MAILING LIST, On SVch a list 

must he kept names of **live** customers^ and pros- 
pects must he added; names of deceased persons 
or those who have removed outside of the territory 
must he dropped; changes in addresses muM be 
noted and other revisions muHst he made in order 
to eliminate the waste and to insure that each 
name is that of a cuMomer or a prospect who is in 
the market. How this is done is explained in 
this chapter 

THERE is but one efficient method for classifying lists of 
prospects and customers, and that is by means of card 
indexes, or a loose-leaf system which is merely an enlarge- 
ment of the card index. This is because the cards can be 
classified and arranged in any way that is best adapted to the pai^ 
ticular requirements of each business. 

It shrinks and grows, responding to the fluctuations of the 
trade. You can start with one drawer and 500 cards, and nourish 
it until you have thousands of names — and the list will occupy 
only the necessary space. 

The nature of a business determines how a list should be 
classified. Almost invariably, however, it will be arranged 
according to one of the two most generally used methods: the 
geographical or alphabetical classification. The geographical 
classification is usually used by firms doing business outside of a 

P3 
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single locality, while the alphabetical arrangement is adapted to 
firms selling largely in a limited district. 

It is simple clerical work to build up a geographical file 
from a mailing list As the names are taken from the rating 
books, directories or other special sources, the name and address 
of each prospect is written on a S x 5 card. These cards are 
grouped by states, counties and cities, and placed in cabinet 
drawers, which are labeled on the front by states. Where the 
cards in a drawer list names from two or more states, the states 
are indicated on the front of the drawer by labels, and on t)ie 
inside by vertical card projections. The counties and cities are 
also indicated by guide cards. The names of prospects and 
customers are hsted alphabetically behind state, county and 
town guide cards so that the card of any particular person can 
be found almost instantly. 

The alphabetical meUiod of filing prospects* and customers* 
cards is a simple proposition. The names and addresses are 
written on cards and filed alphabetically in as many card cabinets 
as are necessary. In a classification of this kmd, individual 
cards are made more readily accessible by alphabetical guide 
cards, which may be used to divide the list just as mudi as 
desired. 

These are the two best methods for filing mailing lists but it 
is necessary to guard against impairing this efficiency by mistakes 
made in filing. 

The most common mistake is that of filing all lines of business 
or prospects together in such a way that it is impossible to sub- 
divide ihe lists to expedite the sending of special letters for the 
different lines <^ business, or classes of prospects and customers. 

It took $10,000 recently for a certain manufacturer to prove 
this to his own satisfaction. He had an article which he was 
attempting to sell through shoe dealers, clothiers and druggists. 
For twelve months he circularized this list with the same letters, 
and the campaign was almost a total failure. Then it dawned 
on him that if he would interest druggists, he should write them 
druggists* letters; clothiers, clothiers' letters; and shoe dealers, 
shoe dealers* letters. He divided his list up into three divisions, 
covering the three lines of business, and wrote specific letters 
for each. Immediately the increased receipts were apparent. 
Since then he has mere than regained the $10,000 lost in in- 
efficient circularizing. 
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If in your business you are appealing to distinct lines of trade 
or well defined classes of prospects and customers, it is absolutely 
essential that you indicate them in some way in the lists. This 
may be done by keeping separate lists for prospects and 
customers, or by indicating the divisions within the general file 
itself. This is done by means of projections on the individual 
cards, or by using colored cards. 

It is absolutely necessary that prospective customers and 
regular customers be indicated in some way, because one should 
receive letters radically different from those sent to the other. 
One method is to maintain separate files, so that there is no danger 
of confusion. In this case the cards of both files are exactly the 
same size, so that when a prospect becomes a customer his card 
may be quickly transferred from the prospects' file to the proper 
geograplucal or alphabetical position in die customers' file. 

If it is desired to keep the prospects' and customers' cards in 
the same file, this may be done by means of colored cards or 
projections on the cards. The objection to the colored card is 
that a new card of the proper color must be filled out when the 
prospect becomes a customer. A better method to indicate 
prospects' cards is by means of a tab on the card itself. Then 
when the first order is received and the man actually becomes a 
buyer, the tab can be clipped off. The advantage of an arrange- 
ment of this kind is that in getting out mailings from time to time, 
all that is necessary is to tell the typist whether the letters are 
going to prospects or customers, and she goes through the list, 
addressing envelopes as directed. 

It is often necessary to carry a subdivision of a mailing list 
still further than merely to divide it up into lists of prospects 
and customers. Often there are classes within these two sub- 
divisions which must be indicated so that the proper letters 
may be sent to each group. These classes may also be indicated 
by tabs and colored canis. A New York wholesaler sells six 
classes of retailers. Every class is indicated by tabs attached 
to the top of the cards. The first class may be druggists, and 
may be represented by a tab in the first position at the left of the 
card. The second may be shoe dealers, the third clothiers and 
so on. If a general merchant handled both clothing and shoes, 
his cards would have two divisions in the second and third 
position. When letters to druggists are going out, tl^e girl simply 
addresses envelopes for all of tibe names indicated on the cards 
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with a tab in the first position at the left This is easy for her to 
do» for the druggists' tabs are in a straight row from front to 
back of the file. 

Different classes and types of prospects and customers may 
also be represented by using colored cards. Each class of pros- 
pects or customers then has a certain colored cfud, so that when 
sending out a letter to a specified group of prospects oi^ customers^ 
the girl simply addresses envelopes for all the cards of the same 
color. 

These cards may contain as much or as little data as is nec- 
essary to carry on a letter campaign successfully. Prospects* 
cards may contain such information as the source of the pros- 
pect's inquiry, his rating, remarks in regard to his personal 
characteristics, and any facts or figures which may help in the 
making of the sale. Customers' cards will necessarily be more 
complete, for in addition to the information shown on the pros- 
pect's cfud, the customer's cfud will often show the toti^ sales 
made him from month to month or year to year. These cfuds 
may also simimarize a history of all the dealings a house has had 
with a customer. It is necessary to have this very comprehensive 
information on customers' cards only where the customer is to 
receive more or less personal letters. It is well, however, to 
have on the cards all the information needed for carrying on a 
business successfully and give sfitisfaction to the customer. 

, Where general mailings are gotten out from time to time to 
cover the whole list and where each sale is a transaction quickly 
completed, it is not necessary to have such detailed information 
about each prospect and customer. The price of the article 
sold will determine how much money can be spent on preparing 
and maintaining a mailing list. 

Many businesses have individual conditions which necessitate 
the addition of some special feature in maintaining a geographical 
or alphabetical file. These are usually nothing more than nota- 
tions, which may be indicated on the face of the card by means 
of special tabs or different colored cards. For instance, a large 
Chicago wholesale house keeps its prospects' and customers' 
cards in two cabinets, filed geographically by states and towns^ 
By using five colors of cards these files have been in turn divided 
into five classifications, showing approximate ratings of the 
individual firms. In a large list this is a money-saving feature, 
for it would obviously be a waste of money to offer small, broken 
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lot bargams to big buyers or case lots to the smaller merchants 
who could not afford to take a quantity. Consequently, the 
advertising manager of this firm, desiring to offer a particular 
bargain to certain classes of stores, instructs the girl to address 
the blue or red card, or whatever the case may be, and the mail 
goes out, appealing only to those buyers who for reasons of price, 
quantity or quality would be interested. 

An additional feature used by thb house on its mailing list 
has resulted in much business. In the lower left comer of each 
card is set a key number which indicates the number of the 
salesman calling upon this customer. This number, printed on 
the envelopes, enables the girl to separate them by salesmen, and 
on special occasions the house gives its communications a personal 
touch by having the salesmen sign form letters to their customers 
and prospects. 

Businesses quoting delivered prices have a greater problem 
in arranging their mailing lists, because of the difference in freight 
rates. A mail-order house in Buffalo, which solicits orders from 
prospects and customers in the territory between Cleveland and 
Boston, has its list subdivided into six trade zones fixed by the 
railroad rates. The cheapest rate is known as the Buffalo- 
Pittsburg schedule, and the highest is the Buffalo-Boston schedule. 
These are indicated on the face of the cabinet drawer, and the 
cards are alphabetically arranged in these by prospects' or 
buyers' names. This enables &e company to send individual 
letters, quoting correct prices to any desired district 

Files for mailing lists, which have been described here, are 
satisfactory for reference purposes, and for letter campaigns 
where the letters are mailed out at r^ular periods to the entire 
list. But when inquiries are receiv^ either as the result of 
advertisements or circular letters, it is necessary to provide 
some means for establishing an automatic follow-up in the 
card file. That is, it is necessary to arrange the cards so 
that follow-up letters may be sent to the prospect or cus- 
tomer at regular intervals, following the receipt of his 
inquiry. A separate follow-up file may be maintained but 
this is an unnecessary expenditure of time and money, 
for it necessitates the filling out of duplicate cards. It is 
far better to adopt some arrangement whereby the auto- 
matic follow-up may be indicated in the general file 
ilvelf. 
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Th^ best and most practical method is to have each card 
divided across the top into thirty-one or fifty-two spaces, to 
indicate the days of the month or the weeks of the year. If the 
card is not lai^ enough for this number of spaces it can be 
divided into fifteen spaces — one space for every two days. Then 
when an inquiry is received, the first follow-up letter is sent to the 
prospect and a metal clip is placed over the date when it is desired 
to send the prospect the second follow-up letter. Thus, if an 
inquiry is received on the fifth and it is desired to follow-up this 
ten days later, a clip is placed on the space reserved for the fif- 
teenth of the month and the second follow-up letter goes out on 
that day. This same process is carried on throughout the whole . 
follow-up; the same card is used for each month. A space is 
reserved on the cfuxl to indicate what follow-up letters have been 
sent to each prospect. These are checked off as the follow-up 
campaign progresses on each person. 

When this system is once started it become so automatic 
that an ordinary clerk can take care of a follow-up campaign. 
Each morning the clerk goes through the file, addressing the 
proper letters to prospects, as indicated by the position of the 
metal clips and by the notations on the face of each card. Thus, 
if today is the fifth of the month, all of the follow-up letters which 
are to be sent out are indicated by a straight row of clips from 
the front to the back of the file, all arranged in the fifth position 
on the various cards. 

Where it is impracticable to use this system for some reason, a 
somewhat similar system may be substituted. In this case a 
separate file is maintained — ^a file just large enough to contain the 
size of envelope used in the follow-up series of letters. It is pro- 
vided with thirty-one guide cards for the thirty-one days of the 
month. When an inquiry has been received and the first letter 
has been mailed, a second envelope is addressed and placed 
behind the guide cfuxl a week or ten days in advance of the date 
of the receipt of the inquiry. Each day the clerk goes to this 
file and picks out the envelopes behind the day's date and 
encloses the proper letter, which is usually indicated by some 
key number in the lower left comer of the envelope. 

Once a mailing list is compiled and made up, it becomes a 
valuable asset to any business, but this asset may be turned into 
a source of com{riaint or loss of money unless it is kept up to date. 
It must be r^ularly corrected. Removals, deaths, failures. 
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traosf en and mistakes wreck a mailing list unless it is overiiauled 
at regular intervals. The average list of retailers undergoes a 
fifteen per cent change in a year. Consequently the manu- 
facturer or wholesaler, addressing retailers, must watch his 
lists very carefully. Even so stable a list as manufacturers and 
wholesalers will change about ten per cent every twelve months. 
Certain transient occupations, such as barbering, will have a 
jrearly change as high as thirty per cent 

llie correcting of a mailing list is not di£Scult if it is 
lone regularly. This is all there is to it: When the first mailing 
a;oes out under a two-cent stamp, the post office returns all letters 
which it is unable to deliver. Across the face of the envelopes 
will be stamped such notations as, ^'Insufficient address," 
"Moved. Left no address," "Unclaimed," **No such street 
number," "No such office in street named," "Name not in 
directory," or "Deceased." The nature of this letter will show 
you whether to take the name from the list or to try to find the cor- 
rect address. The first mailing will show up all of these deficien- 
cies in a list. If these are corrected at once little difficulty will be 
experienced throughout the year. Every mailing vnll have a 
few return letters, but if the list is kept corrected the return 
letters may be kept down to an insignificant number. 

At the end of six months or a year a list needs a thorough 
revision — ^first, for names of new prospects and second for ti^e 
changes in name and location of those already listed. Clerks 
can do thb or the work can be entrusted to a responsible address- 
ing company. In either case the operation is simple. 

If it is a state or national list of retail merchants it may be 
compared, town by town, from the latest rating book for the 
correctness of the name and the existence of each person or 
firm. Cards are made out for new firms and individuals with 
satisfactory rating, and are placed in their proper geographical 
and alphabetical positions. After the list has been corrected in 
this way, the addressing companies will check over for the 
correct addresses from tiie latest city directory. 

One of the big Chicago wholesale houses in addition to 
keeping its lists corrected daily from return letters, letters 
from customers and reports from salesmen, has an effective 
system for revising the entire list every six months. On Janu- 
ary 1 and July 1 the latest issue of a rating book is secured. 
Thb is cut up and rebound into forty or forfy-five books, each 
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representing one or two states. They are then distributed 
among as many girls, who compare the mailing list with the 
directories and in this way the work is finished in i^ few days. 

The manager of the department blue pencils towns 
where the house has an exclusive account, and the girls in 
seeking new names skip these towns. If a name on the mail- 
ing list is not reported in the rating books, these cards are 
put in special drawers and sent to the credit department, which 
determines whether the name shall remain in the file. The new 
names which the girls select are listed on cards and, if ''O. K'd* 
by the credit department, are at once put into the general files. 

This house is constantly securing new customers. Daily 
slips from the bookkeeping department show these. If a new 
customer's name is in the prospects' file, it is taken out and 
slipped into the proper geographical position in the customers' 
file. If the new customer has no card in the prospects' file 
a new one is immediately made. 

So important is this correcting of lists that many firms 
from time to time get out special letters of inquiry, asking the 
recipients if they have their address correct. In these letters 
are enclosed stamped post cards for the recipient to sign and 
return. Some banks print across the top of their monthly 
statements, ''Is thb your correct address ?" An eastern manu* 
facturing company gets out a circular letter inquiry sent to 
bank cashiers throughout the country. In this letter the com- 
pany asks if a certain person is still in business — a form letter 
is used and the name is filled in — or if he has moved away* 
if so, where; and if there are any new retailers in town handling 
the same Une. These letters bring individual information that 
is extremely valuable to the firm. 

How to correct a mailing list will have to be largely 
determined by the individual conditions of a business, but one 
basic rule to remember is that the list should be corrected from 
day to day, and once a year, at least, it must be thoroughly 
revised. It does not pav to send letters to persons who do 
not exist, or who are out of business. It certainly does not 
promote pleasant relations to send letters with an incorrect ad« 
dress or a misspelt name. Once a list is complied and classified 
it should be regularly and systematically corrected. 
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How to Put ''Key" Marks on 
Letters and CHECK RETURNS 

PART Vin MAKING UP LISTS CHAPTER «• 

IN ORDER to trace the returns from various 
mailing of circular letters thai are sent out in the 
course of a sales campaign^ distinguishing murks 
are used to show jvM which letters jmU replies. 
By TTveans of such *'keys^^ — ranging from address 
numbers to tinted return postals — the sales 
manager is able to tell the comparative results 
of each mailing and to guide himself accordingly. 
This chapter tells the various ways of using 
**key^^ Tnarks and of recording them 

IF a btisiness is so small that only two or three lots of cir- 
cular letters a year are mailed to the same class of pros- 
pects and customers, there is no necessity of keying 
the letters. The returns horn each volley will follow the 
mailing 3o closely that there can be no mistake about which 
letters bring results and &om whom these orders are se- 
cured. But most businesses appeal to different groups of 
prospects and with a large number of different form letters 
it becomes necessary to adopt some means for checking the 
returns on each mailing. 

The information is desired for two purposes: to show 
which letters are pulling the desired ' results, and to keep a 
record of the returns secured from each class or group 
of prospects and ciistomers. The advantage of sudi 
recQnls is apparent, for it is frequently found in tests that 
a certain letter does not pull and must be replaced with 
another. It is also found where lists are subdivided by 



109 



Digitized by 



Google 



LETTERS THAT SHOULD BE "KEYED" 



107 



business and occupations, that it does not pay to circularize 
certain groups, although the total results may be satisfactory. 
So lists are subdivided and a careful record is kept on each 
classification. As soon as a certain line of business or occupa- 
tion falls below the desired returns, this classification is either 
cut out of the list or a new letter is written to appeal from a 
different angle. 

Thus the keying of letters either for tests or general mailings 
and the checking of returns resolves itself into an accounting 
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TAti is an actual test record which showed what classes it would ht 

profllMe to circularize further. The check marks show that the sales 

manager decided not to follow up civil engineers ^ grocers and exporters on 

this particular proposition 



proposition. Each letter is keyed in some way so that the 
returns may be accurately checked and the returns entered on 
record cards, or in books. 

There are two kinds of letters which should always be keyed 
and checked on returns: sales letters and collection letters. 
They both have the specific function of securing money, and are 
consequently so important that their returns should be care- 
fully checked. Two or more form sales letters which are sent 
out at the same time, calling for the return of some enclosure, 
are the easiest to key and check. 
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106 SOME OF THE METHODS OF USING ''KEYS" 

The most practicable way is to use an enclosure which 
must be returned with the inquiry or order. This enclosure 
generally consists of a self-addressed, return envelope or post 
card, an order blank, inquiry blank or cfuxl, or the coupon 
from an accompanying circular. 

When return envelopes or post cards are to be used, it is 
easy to have printed on them some distinguishing mark by 
which they can be recognized. Then, as they come back, 
they may be readily classified and credited to 'the letter which 
brought them in and to the list of prospects or customers to 
which this letter went 

These return envelopes or post cards are keyed by several 
methods, any one of which is satisfactory. A key should be 
selected that makes the prospect or customer feel that his letter 
will receive individual attention and if possible it should be 
one that he will use in writing even if the enclosure is 
omitted. Otherwise there will be some untraceable returns. 

One of the best methods is to print a name on the en- 
closure or request the prospect in replying to address his 
letter to a designated clerk or to a certain department 
Clerks are given numbers or letters as, "Clerk 5," "Clerk 
B,'' "Clerk A3," up to a reasonable figure. Each letter has 
a certain clerk number or letter, and a careful record of these 
are kept on the result cards. Where this method is used, care 
must be taken that the clerk numbers or letters do not run so 
high as to be ridiculous. 

An equally good method is to request the prospect in writing 
to refer to a certain department or desk, as "Dept C," or 
"Desk 3." 

Occasionally letters are keyed by asking the writer in 
replying to refer to a certain person; usually the person who is 
signing the letter. Where only the firm signature is affixed, 
the prospect is asked to refer to a certain individual or in big 
firms to some fictitious initials or name. 

Another method is to use different room numbers for dif- 
ferent letters or even different street numbers. 

When any of these methods are used, the return envelopes, 
post cards, order blanks and other enclosures are stamped or 
printed with the clerk's number or letter, the department or 
desk number, or with the name or initials of the person who is 
supposed to receive the reply. All of these methods for key- 
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PRIVATE MARKS THAT SERVE AS "KEYS*' IW 

ing letters have the important advantage of making the recipient 
believe that his reply is to receive individual attention. It 
has been found that in the majority of cases when these methods 
are used the recipient unconsciously uses the key» although 
he may not use any of the enclosures in making his reply. 

Then there are a number of keying methods which are 
not intended to make the prospect believe his reply is to re- 
ceive individual attention, nor will these keys be unconsciously 
used for they are applied only to the enclosures. 

Various kinds of codes are printed or stamped on the order 
blank, envelope, return post card, or other enclosure to be 
returned with the prospect's reply. These codes consist of 
letters, numbers, cabalistic signs or anything the writer of the 
letter may wish, but it is wise to use some inconspicuous 
method which the recipient cannot detect and will not 
notice, because such a discovery may prejudice an otherwise 
favorably impressed prospect 

A good method for keying all enclosures is to print in a 
comer, in very small type, a notation such as, "Form 101,000." 
If the reader notices it at all he thinks it a printer's mark. This 
code can be expanded so that different numbers on the same 
enclosure will indicate which enclosures are to go to different 
classes of prospects, and so made the basis of checking sub- 
sequent returns. A series of letters or letters and numbers 
could be used in the same way. 

Where only small mailings are to be sent out, small num* 
bers or letters can be stamped on the various enclosures. When 
you wish to make the recipient of your letter believe that your 
offer is made to only a selected few, a good method is to 
stamp all enclosures with a serial numbering machine. Then 
a memorandum is made that all numbers between, say 
200 and 800, go to a certain class of prospects, and so 
on. These numbers can be kept down by using little prefixes 
and suffixes. 

Some circulars used with letters have coupons similar to 
a magazine advertisement, and these can be keyed in any of 
the ways described. 

It should be remembered that all efficient keys must be 
written into the letter or placed on some enclosure in such a way 
that the recipient is likely to refer to it or use it in making his 
reply. But the prospect so often does not refer to the key that 
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precautionary keys are used in every campaign, so that in one 
way or another the reply may be traced to its source. 

Two other keying mediods occasionally employed are to en- 
close different colored return envelopes, order blanks or post 
cards, or to print them in colors, the different shades of paper 
and ink representing different keys. 

Where follow-up campaigns are made, the enclosures 
in each successive follow-up should be identified by some key 
so that when these enclosures are returned with the reply the 
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Form, I: This form of record akowa the maUing each day and the re- 
turns. These cards furnish valuable data in working up future adver- 
tising campaigns 



order or inquiry may be traced to the proper letter. In a 
follow-up campaign, however, there is always a chance that 
the prospect has been influenced by some previous letter, and 
for this reason, no matter how carefully the letters are keyed, 
the returns cannot be checked with absolute accuracy. 

The keying plan determined, some accurate means must 
be provided for checking the returns on easily accessible records. 
A most successful Chicago mail-order house, which carefully 
keys and tests every letter sent out, checks the returns on 5 x 8 
cards (Form I). Each card is the complete record of a mailing. 
The card is ruled to show the list circularized, the proposition. 



Digitized by 



Google 



USING "KEYS" ON COLLECTION LETTERS HI 

the letter, circular and other enclosures sent; whether it is a 
cash or approval offer, kind of envelope, estimated number on 
list, the actual quantity mailed, the postage, key, date, order 
number and cost per thousand names. This company checks 
its tests on loose-leaf sheets, described elsewhere, so that only 
the general mailing results are shown on the card. Where it 
is desired to keep a classification of the total results from 
various classes of prospects and customers, this may be done 
either by using different colored cards for each class, or by re- 
ruling this card so that the necessary classes can be accounted 
for in the vertical columns. 

Below the general notations on the card are vertical columns 
to show the number of letters mailed each day, and in the 
next columns the results received on each day. The figures 
in the columns of the cfuxl show the actual statistics of a cam- 
paign. In eight days 110,604 letters were mailed. In seventy- 
eight days 1,890 orders had been received. This card is filed 
away with hundreds of others and is constantly used in work- 
ing up new selling campaigns. 

Tliere is one other kind of letter which should be keyed, 
tested and checked — ^the collection letter. But collection letters 
are mailed out to different individuab as their bills become 
due, so it is impossible to key and check returns the same as 
with sales letters. 

There are a certain number of accounts falling due each 
day and month, and about an equal number settled during the 
same periods, so a form letter collection system becomes a 
continuous proposition, and must be checked accordingly. A 
New York house does this by means of a loose-leaf book in 
which each letter for each month has a separate sheet (Form II). 
There are seven form letters used in this collection process, 
and in their r^ular order the results for each letter are tabulated. 

These sheets are ruled across the top to show the letter 
and the month mailed. Below in vertical columns are entered 
the dates, the number of letters mailed on each day, the number 
of replies received on the same date, and the amount of money. 
As will be seen from the accompanying illustration, the letters 
and money received on < the same dates letters are mailed 
must be credited several days back. Thus the results of 
the first few days shown on this March sheet must be 
considered as coming from the same letter mailed the last 
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M^^UBING THE PULL OP LETTERS 



few days in February. The results shown by months are ap- 
proximately correct For the year they are' absolutely correct. 
The total result? as shown on this sheet are secured by a 
derk who accounts for every dollar that comes into the depart* 
ment Every payment that comes in is checked from the 
delinquent's card, on the back of which is noted the letters 
the debtor has received. The money is credited to the last 
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fetter. These totals are added up each day and entered on 
the proper sheet in the loose-leaf book. 

In the same way the number of each letter mailed out is 
given to him to be entered in this bods. 

This is a satisfactory system to use not only on articles of 
the same price, but it is used just as effectively on instalment 
accounts and bills of varying amounts. Exactly the same 
procedure is used in both cases. The loose-leaf book of col- 
lection letters is used constantly, for it b an exact record of 
what each letter is doing from day to day and month to month. 
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How to Test Lists of Names 

—and When 

FART VIII MAKING UP LISTS CHAPTER Iff 

THE NUMBER of inquiries or ''returns'' that 
may be expected in response to sales letters sent 
out to large lists of ''prospects'' is no longer the 
same uncertain^ hiUor-miss element that it once 
was. By means of modem methods of repro- 
duction, of special "tests," knowledge of business 
conditions, the influence of the seasons and of the 
countless other elements that effect mail sales, the 
rates of inquiries to letters have become gradually 
raised as the causes of success have been analyzed 
and reduced almost to scientific principles. This 
chapter contains some valuable "tips that have 
been Uamed through the experience of others 

AKETAEL jeweler with a large mail-order department was 
complaining to an advertising man that he had to figure 
that one mailing in five would be more or less of a failure. 
His practice was to decide on some offer, write his letter, get up 
his circular, buy his stamps and cover his mailing list. If returns 
were large, he rejoiced; if the returns were small, he pocketed 
the loss and hoped for better ''luck" next time — it was all a 
game of chance. 

When the advertising man told his jeweler friend that all 
this hit-and-miss soliciting could be eliminated, he was 
amazed. The jeweler — like hundreds of other business men — 
had taken it for granted that there was no way of determining, 
in advance^ wheti^er a proposition would ''take," or whether 
a letter would pull the desii^ returns. 

lis 

Digitized by VjOOQIC 



1 14 HOW TO MAKE AN INEXPENSIVE TEST 

A fiimiture factory suddenly became convinced that it was 
overlooking an important fidd in not selling knock-down furniture 
by maiL The manager secured a list of 200,000 names of mail- 
order buyers from an addressing company and went in heavLty 
on printed matter that he determined to send out at once; his only 
thou^t was to get into the field before older concerns had too 
much of a hold on the trade. 

The broadside of advertising letters and circulars were sent 
out the latter part of March and it was an April-fool joke for the 
house as far as results were concerned. The manager was dis- 
appointed but his determination was not shaken and he took oc- 
casion to go to Chicago to confer with a friend who had made 
a great success in mail-order merchandising. 

"In the first place/' the friend told him» "this is an early 
spring and you can't expect to interest farmers in furniture. 
This time of year they are out of doors from four or five in the 
morning until nine at night — ^there is no time to think about 
inside furniture to say nothing about time for puttii^ your kind 
of furniture together. 

"The time to hit the line hard is late in the fall» but before you 
do that get up several different letters and different ways of 
presenting the proposition. You can expect some replies early 
in the fall all right; send out tests of each letter, say three or four 
hundred, and see which one pulls and then mail the whole list 
along in November — ^you can absolutely count on three or four 
times as many replies as in your test because the season will be 
more favorable for your particular line." 

The manager found, that he had paid heavily for his first 
lesson in mail-order selling but he was determined to profit by his 
experience. He followed the advice of his friend; he tested his 
propositions thoroughly and, when the campaign was actually 
lauhched, the returns surpassed his expectations. But he 
figured that ihe profits were not as importaint as the convincing 
demonstration that there are certain definite, clearly defined 
principles underlying every form of merchandising — even in 
selling by mail. 

So when you have decided to circularize a list of 10,000 or 
200,000 names and have your letter and enclosures — stop 
for ten days. Take 500 or 1,000 iTpical names from thb list 
and send your matter out to the a. The returns you get from 
this section of the list ought to be a criterion. You cav 
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figure that just about the same percentage of results will be 
obtained from the whole list. 

There is no more excuse for mailing out thousands of letters 
and circulars without first having a de&iite idea of what returns 
may be expected than there is in investing thousands of dollars 
without first making the ordinary investigations and using the 
ordinary precautions. 

Testing letters and letter propositions is merely the applica- 
tion of the simple law of averages. JThe world is made up of such 
definite classes and types of persons that when they are considered 
in large numbers they lose much of their individuality — so 
much so, in fact, that one can write a letter to the average farmer, 
a letter to the average housewife, a letter to the average lawyer 
and be reasonably siure that the* same letters will appeal to aU 
formers and all housewives and all lawyers in much the same way. 

This sums up all there is to the primary idea of making a 
test. If the returns on the test ^ow a satisfactory profit over 
the expense of making the test, it is safe to assume that the entire 
mailing will pay accordingly, providing the mailing is made under 
iderUicaUy the same conditions. 

Thatis the key note of making tests and it takes into account 
every outside contingency which may make a mailing produce 
results entirely different from those produced by the test. For 
example, one cold February a publisher got out a test on a book 
which brought such excellent returns that it was immediately 
decided to get out the entire mailing. But before the mailing 
was completed, an unusual period of extremely warm weather 
threw the entire coimtry into a "spring fever" epidemic. The 
thought of sending for and reading the business book pictured 
too much mental labor at the time the prospects were reading 
the circular, and consequently the order blanks were dropped 
listlessly into the waste basket. The mailing pulled little more 
than half the percentage of the test. 

This is merely one contingency which must be guarded 
against. Many special unforeseen conditions may arise, but 
tihese are general conditions, which must be considered in making 
every test and mailing: 

Business conditions, 

Weather, 

Seasons, Simdays and holidays. 

Local conditions. 
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In makiiig a test or mailiiig» the general and specific business 
conditions play a large part in the results. This is particularly 
true if the mailing goes to business men who retrench on all 
purchases as soon as there is the slightest indication of a depres- 
sion. And to some extent a lack of prosperity afitects the pur- 
chases of every buyer. So it is necessary to be assured that the 
business conditions are as favorable to the proposition to be 
exploited with letteis as when you made the test 

The weather is directly responsible for returns. Letters 
received during a period of continued, rain storms, or a continued 
dry spell, are not apt to receive serious consideration, especially 
from the small retailer who is directly dependent upon crops 
for his prosperity. Every person is indirectly affected by a crop 
shortage, but the man who is in business for himself in an agri- 
cultural district is the first to appreciate this and guard his cash 
drawer accordingly. 

Businesses securing trade by means of letters have found it 
advisable to divide the year up into three seasons, in which mail- 
order solicitation may be carried on profitably. These seasons 
are: fall, winter, and early spring. The fall. is an exceptionally 
good season, especially after a successful harvest. The farmers 
have money, and the whole coimtry is in an optimistic mood. 
And it is at this time that most business houses mark out their 
policies for the ensuing year. Nearly every proposition stands 
its best chance at this time. This fall season merges al- 
most imperceptibly into the winter months, which constitute 
the long mail-order period of big orders. This steady 
period of winter soliciting takes on a new spurt of life 
in the early spring, and is generally abandoned during the 
summer months. 

Now coming to the smaller variations: just as there are 
certain seasons in which it is best to conduct a mail-order business, 
so are there certain times in each month and week when letters 
secure the best attention. A Chicago mail-order man, soliciting 
business men exclusively, absolutely forbids any mail going out 
of his house so that it will reach the addressee on Monday or 
Saturday. This rule is made because Saturday in the larger 
cities is usually but a "half-day" and because Monday with the 
accumulated mail of two days is always a busy time. It is also 
a fact that most men are more or less out of the spirit of their 
work on the second day of the week. 
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Consequently, mail should be sent out so that it will reach 
the addressee somewhere near the middle of the week. This is 
easily accomplished by the person having the mail in charge. 
One manager has a chart under the glass top of his desk which 
indicates the postal time between his city and all other important 
cities and states in which his house does business. With the aid 
of this chart he indicates each morning what mail shall be 
prepared and mailed during the day. 

In most cases, mail should be addressed so as not to reach the 
addressee on Simday or a holiday, for he usually gets it the next 
day — a busy day. It is frequently desirable, however, to have 
mail reach the consumer on Simday when it is addressed to his 
home and when it is reasonably certain that the prospect goes to 
the post office for his mail. On propositions for the home, or to 
some member of the family, the appeal made on Sunday is 
doubly effective. 

Just as the first and last days of the working week find the 
business man especially crowded with work and so unable to 
give his mail proper attention, so are the first and last days of 
tiie month apt to find him at high pressiure, and least able to give 
letters the attention they might otherwise receive. It is weU 
to plan the mail so that it will reach the prospect in the 
middle of the week and in the middle of the montii, although 
this applies mainly to the business man. 

The fourth general condition which must be considered in 
making tests or mailings are the local conditions — ^local weather 
conditions, local business depressions, strikes and other local 
influences which would naturally tend to minimize returns. 
Reports on any part of the country may be secured from the 
nearest weather bureau, and can be made up from newspaper 
clippings. 

These are general conditions, which must be taken into 
consideration in making teats and every business has special 
trade circumstances which must be given careful consideration. 

And remember these points particularly in your tests: if 
you test out a proposition in the booming fall, don't send out a 
big mailing on it in the lagging spring and expect the same 
returns; test it out again. Don't send your test out to reach the 
prospect Tuesday and bungle your general mailing so that it 
reaches the bulk of the list Monday and expect results to live up 
to the test. If your test on refrigerators went out in a prematurely 
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warm March, and it snows ten inches the day after your mailing 
goes out in April — ^you lose. 

If » however, this test idea is thoroughly understood and a 
house has records that give experiences of the past, more liberties 
can be taken. For instance, a specialty house business picks up 
with a rush just after the first of September. If it waited to 
send its tests out until the season was on, it would lose much 
seasonable time — a month or more — ^and thousands of dollars, 
worth of orders. So it sends out the tests in July and August; 
then it adds to the returns a certain percentage of increase which 
its records of many years have shown that fall mailings will pull 
over summer mailings. If — ^with this percentage added — the test 
pulls requisite returns, the entire mailing is shot out the moment 
the season opens; if it falls short, other tests are made. So any 
favorable or unfavorable circumstances may be discounted or 
appreciated. 

The test letters themselves should be sent to an average list — 
a list of persons who are typical of the entire list If the names 
are geographically arranged, it will be far better to circularize 
some 500 or 1,000 names in a state your experience has shown to 
be average, or one where the returns are likely to be lowest, 
rather than to select the best state — and then be disappointed 
in your entire mailing. If the list is alphabetically arranged, it 
is usually best to select the first 500 or 1,000 names and compile 
the returns secured from letters to these prospects. 

If several individual letters are to be tested, in an effort to 
decide which pulls the best, they should be sent out to separate 
lists as nearly alike as possible. When one test fails and the 
offer is put up in a different form, test on a different group; the 
names in the previous group have already been approached and 
would not offer a fair test. 

After taking all these conditions and suggestions into con- 
sideration, making a test becomes simply a question of selecting 
the names which are to be circularized, getting out the letters 
and checking the results. Any number may be used for a test, 
but usually 500 names are sufficient on which to estimate returns. 
The returns from the 500 names selected for the test will indicate 
whether it will pay to send out a letter, or whether it is advisable 
to rewrite it and test it again. This is an individual proposition 
and must be determined by each firm upon the nature of its 
proposition and the results it tries to secure. 
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Checking the returns from a test is simply keeping a record, 
and systems similar to those described in the preceding chapter 
may be used, except that the process must be absolutely 
accurate, to get an exact line on the pulling power. 

One mail-order house has cards ruled vertically to show 
the names of the list tested, the date the test letters were mailed, 
the number of letters on each test, the state to which the letters 
were mailed and the key of the enclosure. The key is necessary 
with this house, because many difiFerent lines of business are 
operated, and without it there would be no way of classifying the 
orders according to the di£Perent lines of business. 

To the right of the three first columns are thirty*K>ne additional 
columns, for the days of the month, and a final column in which 
to enter the total results. 

The date columns are left blank, to be filled in on the date the 
tests begin. This arrangement allows for checking all the 
returns for a thirty-one day period. Propositions where the 
returns require a longer period necessitate a second card. 
The cards are filed in cabinets, and subdivided jby propositions 
so that the results of all tests, on each proposition, are in the 
same place in the file, ready for comparison and inspection. 

The figures on the form on page 112 show the results 
of fourteen actual tests made on as many classes of business and 
occupations. They were all circularized on the same proposition, 
using 500 names for each test. This was a proposition on which 
it did not pay to circularize unless more than seven orders were 
received for every 500 letters mailed. 

Consequently, as shown by the table, civil engineers, grocers, 
and experts were not circularized further. T^e manager of 
mail sales has checked the lists which are to receive the entire 
mailing and instructs his circularizing department accordingly. 
This sample card for checking the returns of tests may be adapted 
to the needs of any business. 

Tests should precede every letter campaign. The general 
conditions and situations which govern the results of tests and 
mailings, are identical in all lines of business. I^ addition there 
are certain trade and special situations which must be recognized 
in mailing out a test on an entire campaign. The one bed-rock 
pointer is this: be sure that a mailing is made under identically 
the same conditions as those under which the tests are made. 
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The Idea Behind The 

Letter 

PART IX SCHEMES THAT HAVE MADE LETTERS PULL CHAPTER W 

BEHIND EVERY business communication there 
should he same specific purpose, some definite aim. 
This does not mean tnat the purpose should he 
conspicuous y for the letter writer should he a diplo- 
mai and the LONGEST Way Around m/iy he the 
Shortest Route to the Desired End. So the 
strong letter has hehindit a specific schema — some- 
times apparent; sometimes concealed — hui a scheme 
that grips the interest of the reader and induces 
him to send you the injormaiiony or the order or 
the money that you ward. This chapter gives 
clever schemes and actual letters thai show how the 
**idea hehiruT^ may add to the pulling power of 
written messages 

THE men who called at your ofBce this morning — each 
one of them had some definite purpose. It might 
not have been apparent, or the apparent object might 
not have been the real object. One may have tried to interest 
you in some investment scheme; another wanted information or 
a favor; another tried to sell you something — or find an ap- 
proach for a sale at a future time. 

So with the letters that come to your desk. Behind every 
one is a definite idea — ^possibly it is an out-and-out sales 
letter; possibly it is a forerunner — ^the first of a follow-up; 
possibly the real purpose is concealed. 

Postage is wasted unless every letter has a definite mission. 
And your Class A correspondent tries to incorporate some 
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HOW ONE FIRM GETS AMMUNITION 121 

Dear Sir: 

Hare you "been reading the series of artloles on Office ^ 
Soonomles tliat hare "been running In the Progress Ire Journal? 
It Is our opinion that these are the most praotloal, helpful 
artloles e7er written on system In handling office routine and 
80 we haTe asked the publishers for permission to reprint them In 
pamphlet form. 

They haTe granted our request and the artloles are 
1>elng printed In an attractlTC little hooklet, together with all 
the original Illustrations, charts and dlagreims — 54 practical 
schemes and methods for talcing up the slack In of floe work, 
cutting out unnecessary details and handling routine operations 
Bore expeditiously. 

Bo you want one of these hooklets to keep? It Is yours 
tor the asking. Till out the enclosed hlank and one will he sent 
postpaid and without a cent of ohllgatlon on your part. 

Very truly yours, 

CIVTRAL OmCl SUPPLY COMPASY. 



The idea behind this letter is half-concealed, half -revealed. The firm 

cfffers to send the booklet free — and a caUdogve goes witjk it which lists and 

prices the devices and systems described in the articles that have been 

reprintea from an office supply journal 

Specific scheme in every letter — the idea behind. It is only the 
beginner who fires his shots broadcast^ hit-or-miss, depending 
on the laws of chance for their effect. 

Mrs. Jones gets a letter from the manufacturer of some 
toilet preparation telling about the superiority of his product 
and' the attractive way in which it is put up. Then, when de- 
sire has been created, he offers to send her a free sample if she 
will fill out the enclosed post card. The card gives space not 
only for her name and address, but for the name of the local 
druggists. On the surface of the letter it is merely a proposi- 
tion to get Mrs. Jones to try this new preparation, but the 
scheme behind is to give the manufacturer ammunition with 
which he can go to the druggist and say, "Here are customers 
of yours who are sending to us for our goods because you don't 
handle them. You are losing sales — and profit — ^by not putting 
in this line." In this way, Mrs. Jones unwittingly puts into 
the manufacturer's hands a '*big stick'* by which the local 
dealer is brought into line — ^and that was the idea behind 
the original letter. 
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m THE ««IDEA BEHIND'' IN HANDLING COMPLAINTS 

Bear Madam: 

If you are boiling and 'broiling orer a hot oook store 
•Tory time you prepare a meal— here is your ohanoe to a7oid suoli 
ttzmeoeesary disoomfort. 

Or, if you are tired of sweeping and mopping and clean* 
ing ahout a dirty, dusty ooal stOTe — we can sa7e you these 
trouhlesome duties. 

Tor the next twenty days we are going to install 100 gas 
stOTos in homes free of charge and giTO the use of the store ab- 
solutely without cost for a period of six months. The stores we 
offer are the latest model Taney Cooker, e<iuipped with baking, 
broiling and toasting orens. They are beauties — clean and prac- 
tical for any kitchen. 

You needn't keep the store If, at the end of six 
months, you want to go back to the old' drudgery of cooking with 
coal. You can order it out at our expenae at any time, but if 
you want to keep it we will gire you the opportunity to pay for 
it at the rate of $2.00 a month. 

This does not call for the expenditure of a cent of 
your money, except for gas—which, you will find, is a rery cheap 
fuel for cooking purposes. As there are only 100 of these 
stores to be sent %ut in this way, it will be necessary for you 
to fill out the enclosed slip and mail at once or you will be 
disappointed. 

Yours truly, 

CXNTRAL GAS & 8T7FFLY CO. 

The idea behind this letter ie not to sell a stove bid to sell gas. The 
stoves are not only sold to consumers oi cost bid under unustmly liberal 
terms, for the first step is to educate the housewife to the convenience of 
gas, Eocperience has shown the gas companies that after six months* 
trial a family seldom goes back to a coal range so this letter is sent out to 
increase the number of consumers 

In the chapter on ** Making Capital Out of Complaints'' 
letters are given that actually solicited complaints from former 
customers. Apparently the purpose was to do the square 
thing by the customer, and it was — ^but the idea behind struck 
deeper than that. It was to adjust the complaint in such a 
way that good will would be re-established — ^and more trade 
result. There is nothing that the straightest-laced man could 
take exception to in such a policy, and it is good business: it 
takes care of the grievance and it paves the way for future 
sales — both sides are beneficiaries. 

Savings banks frequently send out letters telling of the loss of 
someone who hid his savings in an old sugar bowl, or some 
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A SCHEME TO INTRODUCE A NEW BRAND ^^ 

Sear 81r: 

A little orer a year ago we hired a obealoal expert and 
cave him these instruotlons: *We want you to produoe a non-smut- 
ting oarbon paper that will aake fifteen to twenty olear ooples." 

Last week he delirered a case of the paper at our store 
and told us to try it out. test it thoroughly and see if it did 
not fill the bill. 

Ve have been trying it in a small way and it appears all 
that we oould desire but before putting it on the market we want 
it proTed up absolutely so we are going to ask you to help us out. 
Won't you let us send orer a box of it and have your girls use it 
for a week — and then give us your honest opinion? We don't want 
to sell a single sheet of it unless it is Just as we claim — actu- 
ally superior to any other on the market. Ve know your office 
has a reputation for turning out high class work and we want to 
have you try it. 

Just drop the enclosed stamped card in the mail and we 
will deliver a box the same day. 

Very truly yours. 

W.E./O.L. jf7,0^ r^ii r >- ^^m ^t ifc 



This letter was sent out by a manufacturer of office supplies to the head 
correspondents, chief clerks and office managers of several large firmSf 
obviously to get an expert opinion, but the idea behind vxis to iniroauoe a 
new brand of carbon paper. The subtle flattery which asked ^or a man*s 
opinion eiclied the name of the new brand on the minds of every ^rson 
addressed, assured a careful trial' of the paper, and its real merit uUi- 
mately lead to its use in many of the offices, while the reports, wiiUen on 
the stationery of these large firms, proved the most effective advertising in 
introducing the product to dealers and smaller users 

other story bearing an obvious moral. There may not be a word 
about opening an account but clearly that is the idea behind. 

The corset manufacturer who wrote to merchants asking for 
information about their corset department, size, number of 
employees, and so forth, ''for statistical data" which he was 
compiling, was in reality working to revise his mailing list — ^that 
was the scheme behind his letter. 

Following the San Francisco fire a certain insurance com- 
pany was supposed to have been hard hit, and the manage- 
ment saw from the tone of the agents' letters that these reports 
were shaking their confidence to the great detriment of their 
work. So the president wrote a letter calling their attention to 
the fact that large funds were available for investment in farm 
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124 * A LETTER THAT INSPIRES CONFIDENCE 

Dear Bin 

It costs us on an average $27.60 to sell our Rex Dupll- 
oatinff nacbine through agents or house salesaen. That Is not a 
%ig selling expense but we are wondering If It wouldn't he hettsr 
husiness to drop the salesmen, cut $27.60 off the prloe, and 
•ell direct to consumers. 

What do 70U think about this plan? Vould you buy a Rex 
at the cut price of $67.60 either cash or monthly instalments? 
Ve are going to put it up to the business men themselres and hare 
decided upon a roting contest eimong 1,000 men. Tou are one of 
the 1,000. We are enclosing a numbered ballot and want you to 
tell us which you think is the better scheme, which plan appeals 
most to you? Ve shall be looking for your rote. 

Very truly yours, 

X.C.R.A.B. ICOVOlCr MAIUTACTTmiVO CO. 

The idea behind this letter vxu a eeUing echemefm the baUotwaean order 

for a machine at the reduced price. There vxu no deception — tt was eimr 

ply a new angle of presentation in which the buying idea was stdrmerged 

and the **voting** idea was made more prominent 

mortgages and for the agents to be on the lookout for desirable 
loans. As a matter of fact, the agents were too busy to hunt 
up mortgage loans but the scheme had the desired effect. The 
idea behind the letter was to inspire confidence, which it did, 
not only reassuring the agents but giving them "evidence" they 
could show to hesitating prospects. A letter telling the agento 
not to pay any attention to the rumors and that the company 
was on a sound footing would not have been nearly so effective. 

A mail-order music house offered to send a handsome calen- 
dar to all who sent for the new catalogue before a certain date. 
Distributing the catalogue was really a secondary purpose; the 
main purpose was to revise the mailing list, cutting out of the 
active files those who did not respond. 

In an infinite variety of ways the correspondent weaves his 
letter around a definite scheme. These letters and schemes 
here given are merely illustrations of how the longest way around 
may be the shortest way to the objective point. In the busi- 
ness letter there is opportunity for strategy no less than for 
diplomacy. This does not mean deception or misrepresenta- 
tion but a clever angle of approach, a unique method of 
presentation, a far-reaching scheme — and these are the legiti- 
mate tools of every business man. 
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The Clever Scheme That 

Compels Attention 

PART IX SCHEMES THAT HAVE HADE LETTEBS PULL CHAPTER M 

- ' - - - _ 

THE AVERAGE PERSON receives so much 
mail that he cannot give Toore than a passing glance 
to any letters hut those dealing vnth subjects in 
which he is consciously interested. The clever cor- 
respondent must take advantage of thai passing 
glance and PROJECT SOME ATTENTION- Gripper 
that vnll induce him to read the message. The 
letter may be so original or so strong that it will 
force itself upon the notice of the busiest prospect^ 
but many correspondents REINFORCE THE MESSAGE 
itself by some scheme. for catching the eye — some 
interesting statement on the envelope or at the head 
of the letter; some unusual style or color of station- 
ery; some unique enclosure — any physical feature 
that will make the letter stand out from the mass 

A BUSY executive was handed a bundle of letters — ^replies 
to an advertisement for a correspondent to fill a vacancy. 
Towards the bottom of the pile of conventional white 
envelopes a bright scarlet edge was conspicuous. 

Without hesitation he pulled it out, opened it and read: 



"Just as this letter stood out from the many other re- 
plies you recelred to your adTertlsement, so my work will stand 
out from that of the ordinary correspondent." 



Without reading another application, he dictated a request 
for the man to call — ^he was hired and "made good." 
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126 THE ATTENTION-GETTER ON THE ENVELOPE 

Some new scheme or some original presentation has secured 
many a position, interested many a prospect, saved many a 
campaign — sold millions of dollars worth of goods. A striking 
color-effect, a startling phrase or a peculiar design will jar the 
mental equilibrium of the busy man, catch his attention, and if 
the proposition is presented clearly and concisely it is reasonably 
certain to secure a hearing. 

Many correspondents strive to flag the reader's attention 
before he opens die letter. An unusual size or color of envelope 
may be used or some catch line will save the letter from being 
dropped, unopened, into the waste basket 

The simplest scheme is often most effective. A plain white 
envelope with the one word "PERSONAL" typewritten in the 
lower left hand corner pulled nearly three times as many replies 
as the same letter, sent to a similar list, in envelopes containing 
the conventional return card. 

The force of a scheme depends largely upon the class ci 
prospects to whom one is writing. Such words as "IMPOR- 
TANT," "SPECIAL,** "VALUABLE," and so forth, on an 
envelope would not even dent the curiosity of the average city 
business man, but many mail-order houses make constant use 
of these attention-getters and find them effective. 

No general principles as to a catch phrase or other attention 
scheme can be laid down, except that it must appeal to the purse 
or to some other inter^t of ike prospect The manufacturer 
of office supplies printed down the left hand side of an envelope: 
"The Trufii About Typewriter Ribbons'* and on the second 
follow-up was this envelope-message: "FREE TRIAL OFFER. 
There's a post card enclosed which needs only your signa- 
ture to get you the Best Ribbon made, FREE." Several 
thousand mail-order customers were lined up in this way— 
not through the scheme alone but by attracting attention and 
getting the prospect sufficiently interested to see what the prop- 
osition was. 

Early in November one retailer sent out his monthly bulletin 
in an envelope that bore no printed matter except the picture of 
a turkey under which were the words, "Do You Want Me?" 
The question was coupled up with a letter-proposition which 
offered to give a turkey with the purchase of a certain amount 
of goods. No other selling "stunt" used by this dealer ever 
pulled more business, due, undoubtedly, to the appeal of tura- 
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HOW S UBTLE APPEALS ARE MADE 127 

key just before Thanksgiving and the way in which the attention- 
getter and the proposition were so intimately related. 

A publishing house flagged the attention of the busy prospect 
with llie warning at the top of an envelope: "This is Your Last 
Chance." At the bottom the line "October 25th is the limit" 
had been printed but added effectiveness was given by scratching 
out with a pen the **25th" and writing just above it the "31st." 
Changing the date by hand, giving tiie general statement a 
personal touch, succeeded in bringing the message home to 
many who had never been reached by previous propositions. 

A picture is always an attention-arrester and a firm manufac- 
turing trunks and suitcases printed on its envelopes a fine half- 
tone of a suitcase — ^nothing more. It tickled the curiosity of 
many who had not responded to previous letters. The mann- 
facturer of expanded metal advertised his goods by the faint 
outline of a metal fence on his envelopes. Thousands of simliar 
schemes have been used with varying degrees of effectiveness, 
for the success does not depend on the attention-getter so much 
as it does on the way the scheme is coupled up to proposition. 

Such phrases as "Extra Special 10-day Offer" and "Grasp 
This Opportunity Today" appeal to mail-order customers but 
to catch the attention of the business man something more 
subtle must be used. Stamping on an envelope containing 
advertising matter the statement "This is in Answer to Your 
Inquiry'* received consideration from many executives and 
department heads to whom such advertising seldom penetrates. 

Some special color or tint often makes a letter stand out 
from the mass and a land company found by numerous tests 
that a rich bond paper of bluish tint pulled double the inquiries 
of the same letters sent on an ordinary grade of white paper. 
An eastern house, getting out an eighteen letter follow-up 
on a certain proposition, adopted an envelope with a wide red 
band aroimd the edge. Letters were mailed once a week; after 
three months a mailing was skipped. Several hundred re 
quests came in for copies of the missing letter, show- 
ing that the men on the list had come to look for the red-edged 
messenger every week and did not want to miss one. It was the 
letters that made the big impression but the color-effect ^r^t 
flagged attention. 

A circular needs strengthening even more than a letter and a 
good "outside message" has proved the life line for many a 
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128 •'SnCKERS- ON THE LETTERHEAD 

pfoposition* A loap manufacturer putting out a chipped soap 
threw its brand into the lime light by ibe question on its envelopes : 
**Why Buy Water?" The circular inside gave the chemical 
analysis of different brands of soap, showing the large percentage 
of water they coittained as compared to this particular kind. It 
(MTOved most effective advertising. 

Any of these schemes used on the envelope can be applied to 
the letter itself. The catch-line at the top of the page is fre- 
quently effective and the chapter on ''How to B^in a Business 
Letter^' gave numerous examples of attention-forcing schemes. 
A clever phrase* a conspicuous signpost, an attractive picture — 
anything that will catch the eye is practical — ^provided it is not 
eccentric or offensive and has some relation to the subject matter. 

A small sticker pasted on the letter is almost certain to b^ 
read and is good advertising at times. For instance, a manu« 
facturer of motor boats uses a red sticker on all his letters a few 
weeks previous to the annual shows: 



Look for the INDIAN MAID 
at the MOTOR BOAT SHOWS 
Chiccufo, Jan, 98 to Feb. 4 
New Orleans, Feb. tS to Mar. 1 
Boston. March 19 to March 90 



Although the letter may have some selling talk entirely 
irrelevant to the show, such an attention-getter is more apt to 
stimulate the interest and insure the reading of the message. 

Another form of sticker was used by a publisher and broke 
all records in pulling business. A yellow slip, pasted on a blue 
letterhead read: "As you failed to enclose a remittance as called 
for in the advertisement, we are sending you descriptive literature 
only. Your orders will be promptly and carefully attended to 
at any time you favor us." 

Another result-bringing scheme was a special letterhead, 
three inches longer than the r^ular size. The extra three inches 
were folded down as a flap at ti^e top of the sheet, partly covering 
the letter. This message was printed on the flap: 

''Last month I mailed you a copy of the attached letter. As 
we have not heard from you it is probable that the letter escaped 
your attention-— that is the only explanation I can think of for 
your not accepting our free trial. I know you are inter- 
ested and will thank me for bringing this to your attention 
in this way and so a copy of the original letter is given below." 
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SCHEMES UNSUPPORTED ARE USELESS 129 

The attached letter waa filled with seUing talk» and the re- 
plies showed that many men who had read it when first sent 
out, but who did not act, were induced by this attention-getter 
to read the offer again — and accepted it 

Printing the name and address or parts of the letter in red 
ink are familiar schemes, the effectiveness of which depends 
largely upon the way they couple up interest with strong argu- 
ments. In themselves, Uiey have no selling value whatever. 

While purely descriptive matter is usually left to circulars, 
it is sometimes used effectively with an attention-getting picture, 
especially one showing a machine in motion or an article in use. 
f A revolver pointed at the reader from the top of a page, or a mo- 
torcycle rider coming from the page directly towards the reader un- 
Aoubtedly attract attention, but tihereisa serious^uestion whether 
the psychological effect of such a mental shock is desirable. 

Folding Uie letter so that when it is pulled from the envelope 
the recipient's name is the only thing that meets his eye, is a 
sure attention-getter. An insurance man in a large city, who 
wanted above all to impress his name upon a large number of 
prospects, wrote a short letter which took up little more than 
half a page, ending it with the words ''You will make no mistake 
if you" — a red line carried the eye to the bottom of the page 
where the sentence was completed — ^"Remember Mr. Blank." 
Such schemes are all right but the danger is in relying on the 
scheme to take the place of strong, convincing talking points. 

Enclosures offer further opportunity for the man with a 
novel idea to express himself. Blotters, stuffers, folders, return 
envelopes or post cards — everything you send out can be made . 
to carry a red flag. The effectiveness of mailing cards is due 
very largely to the attractive pictures, clever catch-lines and 
strOdng colors which arrest a man's interest long enough for him 
to read the proposition that is partly expressed by the illustration. 

Anything new or different or larger or finer is sure to attract 
attention and advertising men all over the country are daily 
striving to outdo one another in clever ideas. But many cam- 
paigns have fallen flat because the originator depended on 
cleverness alone to turn the trick. Getting attention is ob- 
viously necessary, but a forceful style, convincing arguments, a 
specific offer and strong inducements are essential to catch up 
the momentary interest that the scheme arouses, develop it 
and lead it along logically to the completed sale. 
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Schemes That Are Used To 

Fix Concentration 

PART IX SCHEMES THAT HAVE MADE LETTERS PULL CHAPTER 40 

IT IS COMPARATIVELY ecwy to secure at- 
tention; the hard thing to do is to Hold That 
Attention— ;^a: the concentration of the reader on 
your proposition. Catch phrases^ suh-heads^ color 
effects^ pertinent questions^ mechanical tricks of 
presentation^ unique enclosures — innumerable 
schemes may be used to Concentrate the attention 
of the reader on the letter and just sTich schemes 
as are described in this chapter have saved many 
a campaign from failure. But here is the point 
to remember: a scheme^ no matter how clever j will 
not take the pla^e of a CONVINCING letter; it will 
help to center attention on the message but it is 
not a substitute for arguments and persuasion 

A YOUNG sales correspondent for an eastern watch manu- 
facturer tried out a letter not long ago that brought 
unusually large returns. In making it up he used the 
same selling arguments and inducements that had been applied 
in a dozen other mailings. A careful study was made of it to 
discover why its "pulling power" was greater than that of other 
letters using the same general talking points. 

By all the accepted rules it was far from an ideal letter; it 
was weak in several points. But it was original in one feature; 
the selling talk was preceded and followed by numerous catch 
lines that kept the reader's attention centered on the different 
points that were made. Such sentences as "This is an offer thai 
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CONCENTRATION MEANS CONSIDERATION 181 

will make you sit up and take notice/* "Do you get my idea— 
clearly?" "Read it over again — carefully." "Bead on — 
this is going to be mighty interesting." "Just let me say that over 
again — ^it*s so important to you," and "This is a one-sided offer— 
it doesn't touch your pocketbook" were so interspersed with 
the arguments that the rural prospects, to whom the letter 
was sent, became interested, unconsciously. 

These catch-lines kept leading the reader along and plh)yed 
just the thing to reach the class <bf men who buy watches 
by mail. "Cheap slang" that would have had the opposite 
effect on the city business man, actually won the country pros- 
pects, illustrating again the necessity of aiming your proposition 
at the class you want to reach. This inexperienced corre- 
spondent, coming from the country, used the phrases and senr 
tences that appealed to him and they appealed to the men who 
had not been reached by more polished letters. The moral is 
plain: add to the arguments the hooks that will concentrate the 
reader's attention until he is brought up to the point of ordering. 

The pulling power of a letter frequently depends upon some 
little scheme or idea that concentrates attention on the proposi- 
tion. It is comparatively easy to gain attention; it is no great 
trick to get your letter opened and — ^the great majority of men 
will glance at the first paragraph — ^to grip the reader's interest 
in such a way that he will read your message to the end. 

The two ideas — attention and concentration — are closely 
allied. Frequently they overlap one another. Concentration 
goes further, taking up the work of making the message effective 
after the attention-getting scheme has played its part and opened 
the way. Concentration schemes prompt consideration and 
reasoning. The scheme or plan itself is merely a vehicle for 
conveying the ideas and suggestions, yet without that vehicle 
many propositions would fail. 

An eastern gear manufacturer succeeded in focusing the 
reader's attention on his proposition by means of an enclosure 
sent with all letters. 

A gear punched through a celluloid card could be taken 
out and replaced. Around the gear — a red-inked word tan- 
gent to each tooth — ^were printed the names of the various kinds 
of gears manufactured. Here was a novelty that riveted 
attention to the company's line. The letter describing the 
ocMnpany's goods was doubly effective by the concentration 
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1 « BiBCHANICAL SCHEMES THAT DEVELOP INTEREST 

^•mr Sir I 

Did 70U r«ad of the unprecedented oold ware last veekt 
It was the coldest weather the South has felt for many years. mmA 
it will aeaa the loss of ■lllions— in the stora area. 

But that's the rery point I want to explain in this 
lettsr—our property lies out of the stora area. Our fruit was 
not touched. There has not been a sign of frost here — for, we'r« 
below the frost line. Look at the temperature map I'm sending 
you— jrott'll find that the thermometer has not once approached 
ths frsssing point this winter— eren during last week's storms. 

If you are interestsd Just note the fact on the hack of 
the snolossd temperature map. Slip it in the return addressed 
enreleps and mail to us and ws will send you one of our illus- 
tratsd hooklsts telling all about the cultiration of grape fruit 
and oranges. This booklet also contains the gorernment agricul- 
tural statistics on the ralue of fruit crops during the last 
fiTS ysars. 

This booklet is a reritabls mins of raluable informa- 
tion for you if you are interested in southern land. But it's so 
•zpensiTS that we send it out only on application. I'll ssad yoo 
one with postage prepaid as soon as I receire your letter. 

Very truly youre. 

President. 

A dealer in Florida landf took advantage of an unustwl storm to center 

attention on the favored location of his property. The temperature map 

helped to concentrate attention on the location of his land and proved one 

of the most effective pieces of advertising ever sent out 

scheme which kept the idea of "gears" in the reader's mind. 
Factory men who were interested in the subject invariably read 
the accompanying letter. So a scheme by its very novelty and 
uniqueness may lead to concentration. 

Another effective way of getting the prospect's thoughts into 
the desired channels is to ask a question in some original way. 
At the top of all the sales letters used by an eastern specialty 
house is printed in red ink the proverb, '*Time is Money." An 
arrow line connects it with the opening sentence of the letter, **Do 
you believe this ?" The next paragraph continues, "If you do, 
read this offer carefully — it shows you how to cash in on your 
time." Tests showed that this letter pulled nearly three times 
as well as one that was identical except for the first sentence 
which read, "Do you believe that *Time is money' ?" 
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AN ENCLOSURE THAT IMPRESSES READERS 18$ 

]>««r Sir: 

At th« r«sular •xeoutlre meetine 7e«t«rd«y « r««olutlon 
vas adopted limitiBg the time for whioh oredit o«b be extended. 
This new ruling take* the matter out of my hand* and fixes 60 
days as the limit. 

How you will readily see that I hare no personal au- 
thority in this matter--I am even exceeding my authority in tell« 
ing you details of this meeting and the policy decided upon. 
But you are an old customer and I appreciate your business too 
muoh to allow any olouds to arise in our mutually pleasant rela- 
tions, there a neglected account might lead to the refusal of 
oredit. I feel that I am warranted in straining a point to ssnd 
you a oopy of the resolution adopted. 

I have been asked to make a report on all accounts by 
the 26th. Surely you won't force me to hand in yours as overdue 
at that time, after I 'to giTon you this information in plenty of 
time for you to arc id it? Tou don't want your name on our "re- 
fused oredit" list and I'm certain I don't want to put it there. 
So won't you let ms have your check before ths 26th? Just strain 
a point if necessary. I'm doing the same for you. 

♦ Very truly yours* 



l-w^"^*T-A 



Crsdit Kaiiagsr. 



The endosina of an extract from the minutes of the meetinq^ showing ths 
resolution adopted^ serves to concentrate the customer* s mind on thu one 
fad — that the oill mnst be paid or credit vxndd be refused. To personal 
friends of the credit man, a pen and ink letter is even mere effective. Ask" 
ing the customer to return sucha letter or to destroy it, aMs farce to the plan 

This is an illustration of how some little mechanical trick 
can be utilized to catch the eye and speed up the reader's interest. 

A Florida land salesman writing to a list of northern prospects 
in midwinter sets his readers thinking hard on his proposition 
by opening his letter in this way: 



"The temperature was serenty-four here yesterday— how 
was the weather in Iowa? 

"We had strawberried--pioked from our own garden — for 
supper last night. Think of picking strawberries — and eating 
them— > in winter. I'm going over to the beaoh tonight for a swia 
—been in swimming lately?" 
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1S4 A SUMMARY MAKES THINKING EASIER 

The questions he asks call for a contrasting of the two 
climates: getting up in a cold house, building a fire and starting 
out to work while the mercury is playing tag with the zero mark — 
all this is brought into sharp contrast to a climate where men sit 
on their porches in their shirt sleeves, pick strawberries in 
their own garden and then go over to the beach for a swim. 
The writer takes advantage of the reader's physical discomfort 
on a cold day to help concentrate his attention on a southern 
land proposition. 

Sometimes it is an advantage to smnmaiize a proposition 
at the head of a letter. A western orchard company, owners 
and operators of commercial orchards, selling ''units*' to 
investors begins one of the letters of its follow-up in this way: 

A 8P1CIAL IITTIB - for - A SPECIAL FDRP08S 

8UBJ1CT: This lett«r and 'Vnoloaur** t«ll of a Spooial Prelia* 
inary Allotnent of Unit* in Proportx Vo. 5, open only 
to our Pr 00 ont Corroopondonts. 



The advantage gained by a lead of this kind is that of a 
bare statement of fact showing the idea back of the letter; this 
thought dominates the reader's mind. It connects the argu- 
ments to the main proposition. Th^n the actual introductory 
paragraph following the ''Dear Sir" begins in some such way 
as this: 



Bnsiiioss is fairly humine in our off loo, butwohaToa't 
lioard froB you yet, and if there ie anything I hate to oonfese it 
ie the failure to oonvinoe one of our oorreepondents that our 
let tore are worth a reply. I don't blame you a hit, hut in the 
face of our eelline from, 10 to 20 unite a day, and on the ere of 
the greateet aotlvlty that the Vorthwest hae erer experienoed 
from a horticultural etandpoint— I aa searohing ay own mind to 
find wherein I have failed to oonTlnoe you that the Apple Indue- 
try Ie TOUR opportunity to make your money WOBK WiBT>lR POR TOU. 



In this paragraph the reader's interest is brought to a focus. 
The impression is subtiy given that he will have cause to regret 
it if he does not read the letter through and learn just how the 
proposition would increase the earning capacity of his money. 
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PERSONIFICATION CENTERS ATTENTION 185 

' 

Following the same idea a correspondence school runs the 
red-ink notice at the top of one of its follow-up letters: 



•AV IMFORTAST CHAVOl IV OUR LAW COURBl— A BFICIAL PROPOSITIOff 
TEAT SHOULD IVTIRBST TOU. RBAS IT CABXIULLT. 



Another follow-up has ofie letter with the capitahzed head- 
line, "ANOTHER WORD QF VITAL IMPORTANCE 
REGARDING NO. 6." StiU another letter opens with this 
sentence: 

''Read carefully every word of this letter unless you are in the 
habit of throwing away money/' 

A manufacturer leads the minds of prospective customers 
into his proposition in this way: 

"Your success in business depends on the goods you handle 
and the way you sell to your trade — ^it is the same wiUi us." 

A candy manufacturer pulls his readers' attention off the 
prices and binds their interest on the point of superior quality 
with a suggestion of this sort: 

"Don't look at our prices — ^look for quality in our candy. 
The finish and delicate flavor is way beyond competition or 
comparison. Therefore you can't compare prices justly." 

The novelty of a letter sent out by a steel goods manufacturer 
caught attention and by its close application to the proposition 
made it a puller. The article sold was a doormat, and the 
sales letter opened with the sentence: "I wish to apply for a 
position in your office," giving personality to the doormat, and 
following tins idea throughout. It was signed "Lightning Steel 
Doormat," and gave the company as guarantor of the appli- 
cant. Another letter sent out by this company which made a 
hit with the trade was opened with the sentence, "Here — ^Wipe 
your feet," for there were few men who wouldn't satisfy the 
curiosity aroused by such an opening and read the proposition 
that followed. Ordinarily this would be a mere attention-getter 
but in selling a door mat, the mind was instantly centered on 
the article itself. 

Sub-heads for important arguments serve to emphasize 
certain features and keep the mind on the proposition. Under- 
scoring words or phrases that the writer wishes to impress upon 
the reader's memory is effective in fixing concentration if not 
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186 THE. PEN-WRl'lTEN LETTEat ASSURES INTEBEST 



^:iKfJ^H^- 







^7^&/U^ 




T^ ^Tuf imf^en pergonal note is so rare in bvsinees correspondence thai 
it always attracts attention. The averaae buyer of goods gets sacks of 
typewritten letters, but when he realizes that a busy executive — the head of 
a large wholesale house — has stopped his routine to write him a personal 
pen and ink note, his interest ts immediately centered in the production. 
This scheme was tried successfully by a tapestry goods manufacturer to 
boost sales on certain lines of stock, 

carried to an extreme. Running certain words in red ink when 
the remainder of the letter is in black or purple, underlining in 
red ink, making special indentation of certain paragraphs and 
tabulated figures, all serve the same purpose. But do not be 
led into the error of thinking that some such scheme is suffi- 
cient to make a letter effective. At the most, it can only help 
out the arguments and talking points. 
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ILLUSTRATIONS ARE EFFECTIVE 187 

The letter of a tire and rubber manuf acturer, written entirely 
in dark-colored ink, has red quotation marks about two words in 
the center of the page, which are the key-note of the proposition. 
It IS a striking detail, certain of drawing attention and giving 
unusual emphasis, and it is effective because it is not overdone. 

A publishing house fixes concentration on a special proposi- 
tion by the words "Forty cents a copy for fifteen days" put on 
by a rubber stamp in another color of ink diagonally across the 
li^t two pharagraphs of the letter. Another sales letter writer 
gets a forceful velucle for a special offer by writing it with pen 
and ink across the bottom of the typewritten letter. 

Stamped on the letter paper of a concern which aims to 
emphasize the idea of service, is a jagged red streak of lightning 
which ends in the lower left hand corner with the words * Light- 
ning Service." Down in the left hand corner of a plow manu- 
facturer's letter is the picture of a man with hand extended and 
three red lines running up across the page. At the side of the 
picture is the red-typed explanation, "These lines lead to the 
friendly cooperation of our customers and make us grow.'* 
The lines lead to paragraph sub-headings: ''Factory Prices with 
Freight Prepaid," "We have no agents but sell direct to you" 
and "30 days' Free Trial with a Guarantee of Satisfaction." 
This scheme is adopted in the letters purely to concentrate the 
reader's attention on the three pohcies. 

Another manufacturer selling engines aims to bring concen- 
tration down to details by a strong color contrast in an enclosure 
with his letter. The cover of the enclosure is in bright red, the 
background of a photograph a cream white and the machine 
itself in dark brown. The scheme is an unusually striking 
one and has been one of the most productive ever applied to the 
sales letters of this concern. Unusual color contrasts are always 
striking and, if so applied to the selling plan as to make the point 
of emphasis the dominating feature, help to fix concentration. 

An enclosure used by a clothing manufacturer in his letters 
impresses upon consumers the name and address of the local 
dealer. The enclosure is a card of introduction neatly en- 
graved on fine bond paper: "This will introduce you to our 
representative in your city." Underneath this line is a space 
in which the name of the dealer and his address is written. 
Below this is a printed assurance that the dealer will be glad to 
show the consumer the line of goods, and new fashion ideas. 



Digitized by 



Google 



1^ HOW TO USE AN ENCLOSURE 

DMr Sir* 

Th«r« are no better eiicraTliige aade tliaa those of the 
Vewer^miler Coapany and THIRB ASEK'T OOIVO TO BB. 

The arerace halftone of today when placed under a aac- 
Blfyint glass shows raesedness in the dots— the areraee etohinc 
•hows raceedness and shallowness — the usual halftones do not 
eleetrotTPe well. Is it a wonder i^en you oompare the patterns 
of the old style with the new prooess? 

Our new aold etohine prooess means a revolution in tha 
photo ongraTing husinsss. It gets far deeper and cleaner half- 
tones—softer and more aoourate middle tones; is better by 100 
per eent for eleotrotyping and stereotyping; gives 60 per cent 
longer runs; necessitates less make ready, to say nothing of ths 
immeasurably superior quality of aino etehings than any old 
method. Compare the magnified reproduotions on the margin and 
see the modulation and perfeot smoothness of the dots in one of 
our etchings; mark the smoothness and depth of the etching made 
by our process— then see the perfeot uniformity of one of our 
eleotrotypes. 

. We 'to enolosed a "Dun's Report" of ourselTos and oar 
reputation. It shows us as our customers see us. 

We have Just mads up a few sample books, showing desigas, 
oolor schemes, half-tones* double-tones and attractive results 
secured for other customers. Don't you want to look it OTorT Wa 
will send you a copy immediately upon receipt of the enclosed 
postcard with your eorreoted address. 

Very truly yours* 

POWIRB-XILIBR COMPAIT. 



Several eehemee, each emphaatztng a paini of advaniage, may often be 
applied to a selling letter. An engravina concern uees three in one letter: 
a catch jfhraee tn the opening faraaraph to bring out an immediate idea 
of euperiority of product; a eertee of illustrations xnthe margin of the letter 
to concentrate interest in the argument and add convincing power ^ and an 
enblosure of a reproduction of financial agencf^s report to impress the 
reader in this unusual way with the stability and standing of the house 

Attention and interest may be centered on some special 
offer by a printed or typewritten slip pasted to the margin and 
partly covering the letter. A novelty cutlery concern employed 
this plan effectively by the use of a narrow colored strip on 
which a special discount offer was written. 

A scheme successfully employed by a commercial orchard 
concern adds a touch of originality to the form letter which fol- 
lows the inquiry and draws the attention of the prospect to 
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NOVEL IDEAS FOR AROUSING INTEREST 189 

]>««r Sir: 

IT OUR SISCRIPTITB MATTIR EA8 VOT COWIVCID TOU THAT 
ODR LOOSl MtAT IttTHODS ABS 8U?SRI0R TO ALL OTHIR 8T8T1K8. TBI 
TAULT 18 WITH OUR FRIVTSD ICATTBR» AHD VOT WITH OUR lOtHODS. 

Sarenty 9r««r« it a lone time— tut w« har* apant that 
■any years inrenting and iaproTlne office methode — that ve micht 
•ay, "There's none better." Tou misht send for one of our 
speoial introductory outfits — to look over and try. It will con- 
vtnoe you Bore thoroughly of their superiority than anything we 
can ^rite. 

There are prihahly many things in connection with your 
business that it would pay you to know more about — things that 
you really want to know all about. ^Surely, you won't hesitate to 
ask about them — if you can gat the information readily- -without 
waste of time or money. 

It isn't going to cost you anything for the trial of 
our methods; we are anxious to prore to you that they are best— 
we will do it Just as soon as you tell us for what purpose you 
want to use them. There's a return addressed card endlosed which 
you can fill out without incurring the least obligation. Tou 
might tell your stenographer to mail it this momiag. 

Vsry truly yours, 

A manufactvarer of loose leaf wttems concentrates his reader* s attention to 
the point of superior methods^ oy distinauishing one letter ofhisfoUouxtp 
from others. Me begins the letter vntn a strong interest getting sentence 
oearing directly on the letter message, and to give the ihoughi mareforoe 
this sentence is set in oa^ntals 

future personal treatment It was accomplished by using this 
printed slip attached to the margin of the letter: 



This is a form letter written by me personally, which I*m sending in 
reply to your inquiry and to accompany the printed matter. All cor- 
respondence from the day I receive your reply will be of a personal 
nature, and I'll expect to write the first letter of this kind, answering 
such questions as you want cleared up, within the next few days. 



The actual value of such Uttle schemes to the sales letter has 
been proved by many try-outs. Very often some little plan op 
idea when applied to the letter itself focuses attention so forcibly 
upon a proposition that its effectiveness is doubled or tripled* 
It is the Utde hooks that catch attention and hold it that give 
full pulling power to the selling letter. 
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The Inducement That Brings 

The Order 

PARTIX SCHEMES THAT HAVB MADB LETTERS PULL CHAPTER41 

IT IS OBVIOUS thai the first aim of the maU- 
order correspondent is to attract attention to his 
proposition — just as obviously he must try to con^ 
centrate the prospect* s attention on it — but those 
steps are preliminary — wasted time, energy and 
postage, unless they are followed vnth an CrouCE- 
MENT that will Bring Back an Order. Whether 
the prospect is in the market for a lead pencil or a 
yacni there is some special inducement that can be 
brought forward at the psychological moment to 
Tip the Scales in Favor of YOUR Product. 
This chapter describes inducement schemes that 
have pulled — little twists to a proposition, and 
special concessions that have saved a nurnber of 
mail-order campaigns 

THE manufacturer of a cream separator, while looking over 
his mailing list recently, found a number of prospects 
whose orders were hanging fire. That they were interested 
was shown by inquiries and replies to the follow-up letters. 
But the proposition had not been put to them from an angle 
that landed their orders — that final word of persuasion which 
would take their names from the "unsold" file was lacking. 

Some additional argument was necessary so a new offer was 
mailed out: "Let us send you the separator for a two weeks 
trial, and during that time you can prove to your own satisfaction 
the big saving it is going to bring you. After you've gathered 
the cream in the usual way, run the skimmed milk through the 
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SPECIAL PRICE IS THE GREATEST INDUCEMENT 141 

separator — ^keep track of the additional cream and see how 
much butter it produces each week. Multiply this by four and 
you'll find that the month's average saving will pay one-fifth 
the cost of the separator." 

Here was a money-making appeal that was worth testing 
out — it was fair; it cost nothing. Farmers who were unmoved 
by other letters were induced to put their names on an order 
blank by this specific clear-cut trial oflFer. 
^* No product is marketed without an inducement — some argu- 
ment that shows its adaptability to the needs of the prospect or 
some persuasion that creates in his mind the desire to possess it 

This principle applies just the same to sales letters as to 
personal solicitation. To clinch the order by mail, the letter 
must offer an inducement. There may be several different 
inducements, for that which is effective in one case may not 
pull with a different class or for another proposition. So a 
series of follow-up letters should be used, each offering a dif- 
ferent inducement, one of which may strike the chord that 
will bring the prospect into action and clinch his order. 
— * Price is usually the strongest inducement Give the prospect 
reason to believe that he is getting a particularly good bargain 
and the sale is half made. A correspondence schoo^ selling 
a $20 course, once a year offers a special inducement to 
lagging prospects in the form of a $10 certificate redeemable 
during a limited period as half payment of the course. The 
reason given for the unusual offer is the formation of a class of 
one hundred students, which permits a reduction in price. 
Cost is lower in handling that number of students on any one 
course. Such cash reductions as this, unless a sufficient reason 
is given for the cut, have the wrong effect — they lessen the value 
of the proposition in the eyes of the prospect and defeat the de- 
sired ends. A better plan is followed by another correspondence 
school, which offers to give the coilrse upon payment of half 
the regular price, the balance to be paid by the student out of 
his increased earnings after the course is finished. 

A common form of inducement especially applicable to 
mechanical devices and labor-saving appliances is to require 
only a small down payment and then "let the machine pay for 
itself by the money it saves." One manufacturer lopped off 
ten per cent because of the expense saved by taking salesmen 
out of the field and selling direct. Another manufacturer gave 
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14g A DEMONgTRATION ALWAYS EFFECTIVE 

Bmt Sir: 

Traaplnc throoch tli* Detroit 8ift«r factory recently, 
one of our expert* on reducing power loss noticed a lack of 
alicnaent in the shaftins that explained a difficulty the owner 
had been atteaptins to scire for years — there was heary friction 
OTidenoed throughout the entire length. 

He Bade an inrestigation that brought out some start- 
ling facts. Bunning free, the aain shaft could not he acred ex- 
cept with the aid of a turning bar. A further inrestigation 
showed-nearly erery length of shafting in the factory working 
under an equal handicap. With orer twenty sections of shafting, 
corering about 600 feet, figure for yourself the power that was 
going to waste in this plant. 

Acting upon his adrioe the aain shaft — 100 feet long— 
was equipped with our Boiler Bearings. The owner. Mr. A. P. 
Jones, tried the 100 foot shaft after the new bearings were in- 
stalled and readily turned it by hand. A week ago we completed' 
installing Boiler Bearings throughout the factory. He estimates 
that friction loss has been reduced orer thirty per cent in belt- 
ing wear — in fuel— in effioieady. 

Try the same experiment on your own shafts — you'll dis« 
oorer a siailar friction loss. Istiaate, with the experience of 
Mr. Jones as a basis of ocaparison, the power you are wasting 
erery aonth in your factory. Tlgure it cut carefully — you will 
see that the aoney you Inrest in equipping your factory through- 
out with Boiler Bearings will return nearly 100 per cent inter- 
est. Tou sursly won't continue to neglect this big leakage. 

Write us, this acming— giring the amount of shafting 
and we will submit an estimate within twenty- four hours. Tor 
oonrenience, use the enclosed card. 

Very truly yours. 



A big inducement to order goods is to point out the waste that an antt- 

quoted system is causing. Where a manufacturer offers to install new 

eqsdyment on trial to demjonstrate the saving^ fiiejnducement pulls ordert 

that academic arguments would seldom land 

a reverse twist to this same idea and used as an "order now" 
inducement the argument that the price was to be advanced 
ten per cent to cover the additional selling cost of persona) 
salesmen who were to be put into the field the following month. 
Another familiar inducement is a discount for a Umited 
time, provided the purchaser sends in with his order the names 
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COMBINING SEVERAL INDUCEMENTS 148 

D«ar Sii^* 

Here are ^uet a few of the many reasons why you ought 
to«plan on getting the Handy Pump Sngine now, before the spring 
and summer seasons heglns 

With an air head on the pump ths engine will throw water 
OTer a forty-foot ham or house— that means fire protection for 
you and you know how small a ohanoe the arerage man has of saring 
a building afire in the oountry. It throws sixty feet on the 
level easily — so yoU oan readily water your lawn or garden. Tou 
remember last spring and summer, gardens and lawns fairly burned 
up from laok of water. Then there's all your carriages that must 
be washed— it's a simple task with the aid of the Handy Pump. 

Tou oan take the engine from the pump platform la tea 
Binutes— and as it weighs only a hundred pounds— wheel It any- 
where, adjust it quickly and set it at the work a man must 
usually do. It will run the big separator, the churn, the wash* 
Ing machine— any of the things that are usually back-breakers. 

The price is #70 f. o. b. your town. But I*m going to 
Bake you a special offer for Just this month, because there are 
■o many of your friends who are as interested as you. I'm going 
to offer you the exolusire agency for your rioinity and you 
therefore oan secure a Handy Pump Ingine for your own use at a 
creatly reduced price. As our agent you will hare #16.00 off. 
This means that you'll not only get the, agent's profit en your own 
•ngine but you oan doubtless sell enough othere to pay the entire 
cost of your own. 

Tou can't of ford to dslay a minute longer — for if you 
are not appointed agent, eomeone else will be. Better send your 
order now and pay for your engine through ealee to your 
Boighbors, 

Very truly yours. 



^f^^zi^y/ff^a:^^ 



This manufadurw cf mgines employs several inducements. He uses ad" 

vantages and convenience as one, a special selling price as a second, ari 

exclusive aqency, with possible profits from sales, as a third, and a time 

limit as a jourth. Such an offer, when bona fide, is a powerftd inducement 

of five other prospects. In addition, a small commission maj 
be offered the purchaser on sales made to prospects whose names 
he has turned over. 

i*^ Sometimes several offers, played from different angles, 
furnish the price inducement sufficient to meet various selling 
conditions. A watch manufacturer, for instance, offers in one 
letter to sell for cash, with a watch fob as a present; the second 
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144 WHERE PREMIUMS MAY BE USED 

D«ar Sir: 

Th« prio« of our 3x6* and 3x7* display fixtnras for 
wall papers is now #8.00 saoh. Just as ws told yoa it would be • 
after Yebruary 1st. 

Ye hare, howerer. a few 3x6* wince on hand which we 
will let go at #6.00 each, ae long ae they last. An order blank 
is enoloeed. Tou will notice that it is dated March 1st as we 
cannot promiee delireriee eren on theee extras at this price 
after that time. 

Very truly youre, 

YOBLD KAVUTACTUBISO CO. 



^0^100 of an advance in price and offering one last chance at the former 

price is uauaUy an effective inducement. A fixture manufacturer limited 

an offer of thisinndf to empheteize the importance of the time element and 

this kurrted along many a lagging order 

letter offers to send the watch upon payment of half the purchase 
price, and the balance after a thirty days' trial; the third induce- 
ment is to sell on instalments at a slightly higher price because 
of the convenience erf buying in this way. 

When the special cut price or discount is not sufficient in- 
ducement this may be made more effective by offering it in some 
attractive way. A western concern increased its sales over 
fifty per cent by making each prospect think himself especially 
favoied by the cut price. Suggestions for the best selling name 
for several new articles were asked for in advertisements and 
prizes were offered for the best ideas. A ten per cent discount 
coupon was promised to those receiving honorable mention. 

Those who did not win prizes received an attractively en- 
graved card of ''Honorary Mention/' and the ten per cent coupon 
was enclosed with it As the coupon was limited to thirty days 
it proved an inducement that broke all records in pulling orders. 

Premiums, when offered with a proposition that has merit, 
aid in bringing the sale to a close. The inducement of a large 
soap manufacturer, selling direct, is to offer prizes equal in value 
to tiie goods purchased. Each prospect is furnished with a list 
of premiums to select from. A letter explains that this offer is 
made possible through the selling plan which, according to the 
manufacturer, is to cut out the middleman and give his profits 
to the consumer in the form of premiums. 



Digitized by 



Google 



A SCHEME TO REASSURE "DOUBTERS" 143 

"^ vreneral mail-order houses sometimes pay a prospect to try 
their goods, on the theory that the trial-order customer can 
usually be easily held, A New York house sends a check 
for one dollar with the second letter of its follow-up, instructing 
the person receiving it to enclose this as part payment on the 
first order sent in, explaining at the same time: 



"It costs us nearly a dollar for the literature and 
adTortising we must use to oonrinoe our prospeotire buyer of th« 
benefits they gain through trading with us. We heliere. it a 
more effeotire method of adrertising to giro you this money and 
let you actually see and use the goods. Then you are certain 
to be conrinced. " 



To induce the purchase of a mechanical specialty on a cash 
basis, doubters and other prospects who lack faith in the proposi- 
tion, receive a special letter from the head of one mail-order com- 
pany, suggesting that they make use of a "Certificate of 
Deposit." This is merely a slip supplied them which must be 
deposited with the payment for the article at their local bank 
until they have had an opportunity to examine or to try the 
machine. In this way their money is kept in the local bank and 
in case of any dissatisfaction, is refunded to them according 
to the bank instructions on the slip. 

As an inducement through which to pull renewals from old 
subscribers} a publisher writes: 



"We are going to raise the yearly subscription price on 
the 16th, but before that time I'm going to giro you the chance 
to renew at the old rate. And this pririlege extends to a six 
years* subscription — think of the earing to you if you order now 
before the rate is changed. I'm maJcing this offer because I know 
that no new subscriber can quite take the place of an old one; 
because I want to be sure you are on the list next year, and be- 
cause I want to reciprocate for the part you have played in our 
present success by giving you a share of it." 



The idea of money-saving and giving the prospect an oppor- 
tunity to get in at the special rate, makes the strongest kind of 
an inducement. 

To play up the importance of the prospect's interests in the 
contemplated purchase, and thus add persuasive power to the 
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145 USING A TELEGRAM TO HURRY ORD ERS 

I>«ftr Sir: 

Will you aooept » fr«o loan of mj now aodel fara T)^l 
Orindor for tho next ton dayot 

Will you tako mj trindor hoao to your fara and sharpoa 
OTory tool you have on your plaoo, without sondlnc «• a olnclo 
penny or in tho least o'bligatlnc yourself to pay ae a eent? 
All I ask is the peraission to send It to you for a free trial— 
to let you exaalne and test it. If you don't like it you can 
return it at our expense at the end of ten days. 

Tou always have soae tool that needs sharpening— a 
soythe — an axe— oom knives— fodder hlades— aowins aaohine 
knives— hutoher knives— any of the tools you use every day. My 
Orinder sharpens thea in a Jiffy — with the least work and the 
aost oonvenienoe* It's always ready. Tou sit in the saddle, work 
the pedals with your feet and apply the tool to he sharpened. It 
doesn't need a hoy to turn an awkward handle. Then it's so siaple 
to operate that a woaan oan use it. 

I*a sending you a little booklet telling how to grind 
edged tools. You'll want to read it oarefully. It also tells 
all ahout ay grinder and why it is better than any aaohine of its 
kind ever aanufaotured. It haa been iaproved wonderfully in the 
last two years— and saves so auoh tiae and inoonvenienoe that 
over 6,000 faraers have ordered thea in the past nine aonths. 
They have sold so rapidly that in a few weeks we'll be ooapelled 
to stop sending thea out on trial. The factory oapaoity will 
soon be taxed so heavily your request for a free trial will 
either have to await its turn or be refused entirely. 7or suoh 
liberal teras oan't be allowed auoh longer. 

Better have us ship you one in a few days to try out. 4 
request blank is attaohed to the baok of the booklet. Bip it 
off, fill in the spaoe and aail it as soon as yott*ve looked over 
the booklet. 

Tory truly yours. 



iHfi-A ^'t^^md 



Thsspeeud trial offer for a short time only isoneofihe most effective m- 

ducemtnta. Thisletter pulled in many aUno orders for tiie proposition %$ 

fair and the necessity for prompt action rings true 

selling campaign, a piano manufacturer sends as the third mailing 
in his follow-up a blank telegram, filled out in this way: *' Please 

reserve Piano Number or, if sold. Number p second 

choice. Letter follows." A printed slip accompanying the 
telegram states, "To minimize the chance of disappointment, 
fill out and sign this telegram as soon as this letter reaches you. 
Send it at our expense — ^we pay for the message. Fill in your 
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SERVICE INDUCEMENT IS STRONG 147 

Dear K&daa: 

Whort yoa llTt I know joo Bust find it almost impossible 
} to buy really good ooean fish. And appotizing soa food--8omo* 

thing you oan really relish— is Just what you want. 

Tou ean*t get suoh quality and ran sty anywhere else on 
earth as you can from us. What would it mean to you to be able t» 
come down to the wharf tomorrow morning and select Just suoh 
choice fish as you want? I'm going to offer substantially that 
Tery opportunity. We can pack up for you any of the finest rari* 
eties we hare here and I will put them in your house without % 
cent of expense to you— I will send you an assortment of our 
^ products on approTal. Tou can see them— eat up a fair amount of 
them — and then decide within a month whether to sand wour check 
or return the balance at our expenee. 

They won't come C. 0. D. as I want you to taste them— 
to take your own time to decide. I do not ask for any referenoea 
ma Z lalready know your reeponsibility. Z Just want you to hare 
the adrantages of liring close to the sea— and to try our goods 
on terms that insure you against any chance of loes. 7or suoh 
goods our prices are rery low— we only sell to families, not 
through dealers: so you get the dealer's commieeion. 

Zt is a rery liberal offer. Can you afford not to try 
our feodB oo suoh terme ae theee? If you d'o lay this aeide now 
you will be as much the loeer as we will. Turn to the encloeed 
foldor new and decide while the offer is in your mind. Send aa 
•mall an order as you wish and Z will giro it my pereonal ' 
mtteotion. What shall we eend? 

"Vary truly yours, 

ATLABTZC 814 tOOD COOAIT. 

»y ^ (£? (i/jtti.-*^ 

Salos Vanager* 

- — — --- - ^ -III - ~ _i 

The argument of convenience and unuauaUy liberal terme ie a etrong 

inducement. A eea food companij, eellina by mail to consumere, first care* 

fully eelecte lists of householders and then offers to send on approval 

._ ■■■■-■ - — 

address as well as specifying the first and second choice." This 
scheme' has proved most effective in closing the sale, provided 
there is some plausible reason for quick action, such as a special 
price or a limited number of articles. 

Then the strongest inducement may be offering some spe* 
cial service in connection with a sale, such as the preparatioa 
of plans and specifications or assistance in installing and 
operatiog equipment. An offer to furnish an expert operatoi 
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148 CATCH-PENNY INDUCEMENTS DIS.VSTROUS 

has been the inducement that closed the sale on many a mechan* 
ical device. The offer of land companies to set out £rult trees 
and care for them until they reach a bearing stage has sold thou- 
sands of acres tb^t purchasers jrould never have considered 
without this service inducement 

With certain classes the quality argument is strongest and 
some firms use the guarantee as an inducement One firm 
makes reference in all its letters to the guarantee but in the 
fifth letter tins is made the talking point An elaborate cer- 
tificate, filled out with the prospect's name written in and a spe- 
cific agreement, in legal phraseology, to take the article back 
if it proves unsatisfactory and to refund the purchase price, pulls 
orders when other inducements have fallen flat 

Making it easy to order is frequently an influence that 
pulb the prospectV interest over the dead center of inac- 
tion. The enck)sing of order blanks that need only a few 
pencil or ink marks and a signature in filling out; die self* 
addressed envelope and instructions on how to order have a 
magnet force. 

But the special proposition, no matter from what an^e it is 
presented, ipust be explained by a sufficient reason or it may 
bring suspicion upon a meritorious offer. 

The introductory offer is the most familiar excuse for a cut 
in price and it is a perfectly legitunate-one if honestly used, for 
in many lines a new firm must make some concessions to get 
its products into use. But when the introductory offer is 
merely a catch-penny scheme. It is not an inducement but 
merely sharp practice that will some day relict on the house. 

In making an inducement, the correspondent must treat his 
prospect honestly or sooner or later the deception will come 
home to roost. No concern that seeks to establish a permanent 
trade can afford to put forth inducements that wiU not hold 
color. While it is the mark of the successful correspondent 
to think up new appeals and stronger inducements, they must 
come into alignment with accepted standards of business or 
the reaction will be greater than the temporary gain; 
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Schemes That Will INDUCE A 
Reply 

PART IX SCHEMES THAT HAVE MADE LETTERS PULL CHAPTERS 

THE MORE ACCURATELY a letter is aimed 
fOt the particular needs of a prospect^ the more cer- 
tain it is to lead up to an order. To find the range 
it is FmsT Necessary to DftAW Fire— to get a 
reply Uiat will show where the prospect lives and 
tell something of him. It makes lUtle difference 
what he writes^ the astute correspondent can read 
between the lines enough to fill out the picture and 
frame a letter that will CODPLE up his PRODUCT 
with the PROSPECT'S WANTS. So the, clever cor- 
respondent racks his brains for schemes that will 
induce Mr. Prospect to reply ^ and this chapter re* 
produces letters and describes schemes that have 
proved effective in getting a reply 

A MANUFACTURER of farm implements discovered that 
hy enclosing in his first letter a special offer, which aimed 
not to sell gcKxls but to get replies, he could often get a line 
on prospects and find out at once whether or not he was warranted 
in going after their business. 

By guaranteeing a large number of subscriptions and by 
promising valuable publicity, he secured a low rate from two 
farm magazines. To every prospect he offered a choice of 
subscriptions to these publications for twenty-five cents, asking 
in return that the application be made through his company 
and that the applicant fill out a blank form card showing his 
correct address* the size of bis farm and his principal product. 
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150 WHY A REPLY IS DESIRABLE 

Since the majority of farmers to whom he wrote wanted a 
farm paper, the unusually low rate pulled immediate answers. 
At the same time the charge was enough to shut out the curiosity 
iseekers. This gave the manufacturer a select list of prospects 
and provided the key that opened a way to sales by showing 
what kind of machine each prospect needed most. 

All thb was accomplished in the first letter. After figuring 
up the time and money previously wasted on "dead timber", 
this manufacturer, found that his replies were costing him con- 
siderably less than before. The plan reduced the average cost 
twenty-one cents a prospect. 

The obvious reason in getting a reply from an indefinite 
prospect, is to find out if he is interested in the. proposition. 
The letter that goes after it is but a "feeler** — ^its purpose b to 
draw fire — find out who the live prospects are. 

As in the scheme adopted by thb implement manufacturer* 
it may aim merely to select the Ibt and secure some line on 
the arguments that are most likely to produce results. Or, it may 
be necessary to know whether it will be profitable to mail expen> 
sive booklets or to send out salesmen. Often the prospect may 
need more information and his reply will suggest the course of 
treatment necessary to get his order. The field general in th^ 
sales campaign wants t6 know the most effective approach— 
the prospect's reply gives him this informaltion. 

But Uie reply may indicate that the prospect b not ready for 
the letter campaign — he may not be in the market just at that 
time — in which case the follow-up would be wasted; or, it may 
show that while not interested in the particular proposition or 
in the market for the product offered, he may want some other 
article; or, possibly, the reply may point out defects in the product 
or selling letters that should be remedied to avoid useless expense. 
A criticbm, even from a prospect who b not in the market, 
may show the necessity for an entirely new argument 

To draw this first spark of interest is often the first object 
of a letter campaign. 

One specialty mail-order house encloses with the first letters 
a small slip of paper on which b written, **The courtesy of an 
immediate reply b requested.'* Thb note b signed by the 
manager or some officer and has proved most effective, especially 
when used in letters to farmers and small town prospects. An- 
other mail-order man drew a surprbingly large number of replies 
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HOLDING THE PROOF UNTIL ASKED FOR 151 

l>«ar 81 r: 

I fe«l that voBBitly a few plain figures might interest 
you in our orange and fig orchards in Texas, ahout which I hara 
written you several times: 

A five acre orchard will cost you • • . • $2,000 

which may he paid as follows : - 
Cash 300 

$29 monthly, without intorest, until paid . • 1,700 
Or if you prefer, we will make four equal 
annual payments at 1% interest. 

After the orchard has reached the hearing 
period, it should produco 

Virttyear $ 1.000 

Second year 1,500 

ttiird year 2,000 

Tourth year ; 2.500 

Vifth year 3.000 

Sixth year 3,500 

Total $13,500 

These figures are the MIHIUUM. 

from your inrestment of • • $ 2,000 

you hare had at the end of ten years . • . 13,500 
Thereafter your income should he not less than 
$3,000 to $5,000 annually, and you hare 
a property that has increased in value 
to at least $2,000 per acre, or . . . $10,000 

Study these figures; then advise me if I may not hava 
an opportunity to prove them. If Z oan, would you make an invest* 
Bent en the easy terms named? 

Very truly yours. 

Pros, The Star Development Co. 



Somelimea it is advisable to hM the ffoof of etatemente that are made^ 
VMtU the prospect has shown enough interest to demand it., A fifth JoL- 
low-up put out by an orchard company ^ having orange and fig orchard^ in 
Texast gave certain figures on future profiiSp together with the statement 
that proof would be furnished to those interested. This method of coax^ 
ing a reply proved very profitable, a large number of inauiries coming in 
from prospects who before had failed to snow interest. 

by writing in red ink on the outside of the envelope, ''Replies 
to this letter will be accepted if postmarked within ten days.** 
When the proposition is one that apparently demands immediate 
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IM USING A ''TR^CEB*' TO GET A BEPLY 



9«4r Sir: 

Bridtatly Toa failtd to r«e«lTO our lottor of roeoat 
dato — for if 70U had road it oarofully you oould hardly haro 
failed to ropl7— 09 wo aro oaolosins a oopy. Thore are oororal 
points inoludod in it that aro rory important to you. 

2n oaso tho torms aro not absolutoly oloar, «o want to 
point out that tho diooount of 33 1/3 por oont on all ordors for 
loos than ton nachinos, and 40 por osnt on ordors of ton or Boro. 
is unusually liboral. Tou ouroly oaasoll an avsrags of ono 
aaohino a day--figuro this out yoursslf and soo how largo d 
salary you would bo asttinc. Thon don't ororlook tho cuarantaa 
vhloh allows a aonoy rsfund should your saaplo aaohino prows In, 
any way unsatisfaotory «ith;ui ton days. 

As you know, wo oannot aako thoss prloos to any ^ut tl^t 
first asent who introduoos our aaohinos in a looality. Lot Ua 
bear f roa you by return sail in regard to your talcing tho agonoyv 
Ask us any questions that have ooourrod to you in this aattor, 
and we will send you some raluablo soiling hints along witli 
our reply but wo will not hold tho territory unless you aooopt 
iaaediatoly. 

Very truly yours, 

1X8TBQI TYFBIRITIR CO. 



A type%onter concern introdumng machines into new terriloriei adopted 
ihis plan of getting new ordere promptly. The writer did not faU into tha 
common error of telling the prcipect that others were waiting to accept the 
agency bvt that the house vrnMntit hold open the territary-^-a rea^jnabU 
proposition that appeals to the average btisiness man 

attention, such a scheme as this usually calls forth a quick 
reply. 

If no response is heard from a prospect within a reasonaUe 
lime after sending him a catalogue or booklet, some firms, send 
out tracers to see if the advertising matter was received. One 
house, for example, has a form post card with the word 'Tracer*' 
at the top and under it thb message: 

*The book we mailed you in reply to your request, was a 
valuable one. We are very anxious to see that it does not go 
astray and to trace it in case you did not receive it Just make 
a note on the attached return post card and mail to us today 
so we may know if the catalogue is in your possession.** 

Experience shows that the great majority of people are so 
impressed by this card that they comply with the request and 
usually their reply gives the house the desired information. 
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ASKING TO HAVE A CATALOGUE RETURNED 158 

Vt Bin 

I want to Mk a faror of you'. 

While I roallso that you may not ho willing to grant it 
—I helioTO yo,tt are willing to help any hrother husineii man out 
ot a tight place, if it does not espeoially inoonTonienoe you or 
oott you anything. 

Becently, as you remember, I sent you one of our largo 
carriage oataloguee for your inaipeotlon. Slnoe that time a fira 
at our factory destroyed all the' literature we had on hand. Tem- 
porarily, we are unahle to get more catalogues from our printers 
while we are daily reoeiving urgent requests for them. Unless it 
is possihle to secure a few from inquirers who have reoeived 
them and do not care to order right away we must lose a gi*eat 
deal of husiness. 

Slnoe I have not heard from you Z assume you are not 
interested and will he willing to return at my expense the one^ 
you hold. I will appreciate this favor from you and to make it 
easy for you. hare enclosed &n addressed and stamped folder. 
However, if yott still are Interested. in getting a carriage, keep 
the booklet— I do not want you to send it in if you are thinking 
ahout buying. Z also enclose a return post card in case you want 
to ask any questions regarding a prospective purchase. 

Please favor me with a reply, at least--letting us 

know whether to expect a catalogue or a later order. The world 

is large — not so large hut that Z may he able to return the favor 

at some future timb. 

Very truly yours. 

President. 



A manufacturer of carriages^ wishing to rej)lace some destroyed cataloQues 
to use until he could procure more from his printers^ wrote to inquirers 
asking far the return of books sent to them — if not interested, Aocideniallff» 
he hit upon one of the most effective inducements to reply that has ever 
been used in a follow-up letter. The same idea was later incorporated in, 
similar schemes with remarkable success 

The special rate to the first one ordering some commodi^ 
in a town or county frequently induces prompt action, but such 
propositions are so often spurious — catch-penny schemes open 
to all — that the better class of houses seldom adopt this plan. 

The drawing power of curiosity is generally recognized. 
Incite the prospect's curiosity in the first selling letter and he 
b almost certain to come back for more information, but one 
must guard against attracting the idle curious on whom your 
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154 T HE APPEAL TO CURIOSITY IS STRONG 

Dear Sir: 

Ther« aust %o soaothltts the matter with mj letters or 
•Ise I hare failed to understand your needs. 

Z aa sure the fault is not in the aaohine. Others in 
your line are using the Atlas Time Reoorder with unusual suoeesa. 
More than fifty per oent of the sales we make are re-orders. 
They oome from oonoems that have proTed the effioiency of the 
maohine and are plaoinc them in other departments. Z have tried 
in my letters to show you how it will \>9 an equal help in your 
husiness. 

Won't you please send me Just a line telling why the 
Atlas Time Reoorder has not appealed to you as you thought it 
would? I hare enolosed a return stamped snTolope for your 

oonTenienoe. 

Very truly yours. 



When several letters in the follow-up have failed to get a reply from he 
prospect who has made an inquirv^ a straightforward request for 9ome 
sort of an explanation on the grounds that the tetter writer hopes to be of 
service to the inquirer bv giving such information as may be wanted^ ts 
often productive of results. This short note, which followed four selling 
Utters^ brought in a large percentage of replies and outlined the prospeete* 
needs, enabling the company to give them individual attention 

literature would be wasted. A pubUshing house looking for 
book salesmen hung out thb interesVteaser in its first letter to 
a list of country school teachers: 

. ■ 

"While we understand that you already are either en« 
gaged to teach school or otherwise profitably employed, we want 
to show you the weiy to inorease your earning capaoity away heyoad 
what any teaching position can erer offer you. A word from yoa 
to show that you are sinoere in your wish to build up a profit- 
making business for yoursolf • and we will giro you our eompleta 
plan with the proof of its money-making possibilities.* 

By assuming that the prospect was employed and by imply- 
ing that the opening was good enough to wairant giving up a 
position, the letter held an unusual appeal to the man who 
really was out of employment or occupying a low-salaried posi- 
tion and it flooded the publisher with replies. 

Such schemes, little cUnchers and hooks in a carefully worked 
out plan, with its appealing inducement, drag forth this con- 
necting link in the seller's chain of information. 
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The Proposition Used As A 

Last Resort 

PART IX SCHBBJES THAT HAVE BIADE LETTERS PULL CHAPTER 48 

IT IS ONE THING to get a prospect interested 
and another thing to heat his interest to the order^ 
ing point. The correspondent's hardest work is 
to get action into the **almost persuaded** prospects 
— the people who arefuUy determined to buy some" 
time out keep p^itting it off. With most proposi^ 
iions there comes a time when it is no lonaer pro* 
fiahle to follow-up a lagging buyer — tfie mar'- 
qin of profit on the article puts a limit on the seUr 
%ng expense — and so one Final Effort is Made 
— One Last Inducement offered to get the order. 
Here are letters and last -resort schemes that have 
pulled orders out of the fire,, made deventh-hour 
sales and enabled the house to cash in on the 
expense of the follow-up 

1 — • rm 

RECENTLY a manufacturer of gas engines who antici- 
pated moving his plant into larger quarters, decided to 
dispose of all his stock that was ready for the market, 
at a reduced price. The change necessitated freighting a large 
number of engines twenty miles and this meant double carting 
costs, crating and uncrating and possible damage in handling. 
A special list of possible buyers was selected, some who had 
written for special information and others whose orders were 
hanging fire for various reasons. 

To these a "one-last-inducement" letter was written. It 
summed up briefly the engine's strong features and then offered 
to cut the list price twenty per cent, explaining that the company 

155 
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159 GIVE A REASON FOB A SPEOAI, OFFER 

would nther. seD at the cut rate than move the stock* A 
fdiotograph of the engine was enclosed and under it was 
stamped an absolute guarantee and a fifteen-day free trial c^er. 
It puts the offer in this way:- 



"^ "^ *B«CftU8« It is adrisable to dispose of all the stook on 
aa^d rather than sots it to the new faotonr* «s will let yoo try 
a Beliahle thoroughly—absolutely without oost to you or ohlica- 
tion OB your part. So you won't hare to take our word resardins 
the adTantagss in the Beliable— you ean test it and if you don't 
find that it does aore than we olaia t»r it. you aay send It 
back at our ezpenss. 

*And the prioe— Just for eighteen days— is 20^ off. Can 
you afford to let suoh an offer go by? There will never be 
another better offer — I don't belioTe there ever was a aore lib* 
oral one. Till out the blank enolosed and sail it now— before 
you hare lost the chance. We aoTO the factory on the 2Sth and we 
would prefer to hare your order a day or two in advance. • 



Most of the engines in stock were sold. This sale suggest- 
ed to thb manufacturer that for a last resort a definite plan 
must be followed — a good excuse provided for the special offer. 
The prospect must be impressed in some forcible manner with 
the fact that there is to be no better proposition — no lower price 
— Ao easier terms — that it is his one last chance to accept an 
unusually advantageous proposition. This principle holds 
good on any article qold through letters. Sometimes a prospective 
buyer holds off, hoping that he will get a better offer — often he is 
hanging back merely for lack of some special incentive to 
* order now" — ^many times he b undecided as to kind or size or 
style — ^maybe he is Dot convinced that he really needs the article 
or wants to pay the price. All these obstacles the seller aims to 
overcome in his last appeal. The quick disposal letter sent out' 
by this engine manufacturer held the elements of an effective 
last resort scheme, even though it was not planned with that 
Idea in mind. It gave an unusual inducement and, what was 
equally important, showed a legitimate excuse for the special offer 
and a good reason why it would not be repeated. 

Correspondence schoob frequently cut the price in a last 

jresort letter, but thb always has the disadvantage of cheapening 

/the value of the course, and the cut, becoming known, makes a 

sore spot with students who paid full price. . A last resort letter 
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AVOID '^BARGAIN COUNTER" METHODS 157 

Dear Sir ' 

Hero is your fold«r taken directly from our files and 
it contains copies of all tlie letters I hare written you about 
the Model XX incubators Possibly you may want to refresh your 
nemory about certain points and this will giro you an oppor- 
tunity—but if you are not interested, Just destroy the folder 
for if you have no notion of buying at this time we don't want 
to bother you with any more letters 

X had a letter this morning from a man in Michigan who 
thanked me for having been so persistent — said he had intended 
to order but kept putting it off from week to week 71nally ho 
sent in his order and now Just after his first hatch, he writes 
such an enthusiastic letter tl^t Z am enclosing a copy of it 

This is a oonmon experience and I haven't the least 
^oubt you will thank me after you have bought. 

Vow, before throwing this folder away, won't you look 
the letters over once more? Read especially the letter of 
Jan. 4th and the figures quoted in the letter of Jan. 12th and 
the third paragraph in the letter of Jan. 22nd. Read all the cor* 
respondence over again and then if you want to try a Model XX, 
merely sign the enclosed card and mail to us. 

Very truly yours, 

SROYH ISCUBATOR COMPAVY. 



While the last resort letter is freqyently used in campaign follow-ups it 
may also be used on the wear-out. If a prospect has not responded in any 
vxiy it may he desirable to center one final shot on him and if he does not 
respond, take his name from the file. The profit on a sale may not fus* 
tify a longer campaign — and a heavier selling expense. This was t he idea 
behind the letter given aboije. Here there was no special price or other spe* 
cific inducement but it was a last resort, the final word — and the devemess 
of the scheme of sending the prospect a manila folder containing copies of 
all the correspondence gave him a new perspective of the entire proposition 
and brought many more orders than an actual price reduction 

can offer an inducement that does not have any of the disagree- 
able features of the "bargain counter" cut price by midcing 
better terms such as a small payment and the balance in instal- 
ments, or the scheme described in a previous chapter wher^ a 
student was admitted to a class at a lower price. 

A mail-order manufacturer of a specialty holds in reserve the 
free trial offer until the last thing. This final letter pulls by the 
suggestion that, while the prospect ought to be convinced of the 
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158 A FREE TRIAL INDUCEMENT 

Doar 81r: 

I haTo Just telegraphed you as follows: 

"Our peaoh and apple 'orchards uninjured tj recent ter* 
riblo storms. Unusually large crop assured. High prices certain 
on account of crop failure elsewhere We therefore reserre right 
to increase price of land or withdraw former offers after fif- 
teen days without notice. Wire amount reserration collect." 

In confirmation of that wire I enclose copies of four 
telegrams which Just passed hetween our Chicago office and our 
western manager. 7or fifteen days only we will allow the present 
offer to remain in effect, after which date we will take 
such action as we 1>elieye Justifiahle. Prices are hound to rlsa 
after that date and it is possible that after July 11th the land 
will he held hack temporarily. 

We are holding twenty acres awaiting your orders, 
prerious to that date; the price quoted you to hold good until 
then. 

Very truly yours, 

GOLDXH WIST LASD COMPAST 

By ^^:^..^ /t-ld.^ 



Reports of storms are often greatly exaggerated and it freauenily happens 
that a number of perpons on the point of investing in land are ** soared 
away.*' A firm of orchard land dealers turned these incidents into capital 
by vse of a telegram and letter that reached the prospective buyer soon 
after the storm report. TJie element of news gave an excuse for the tele- 
gram and confirming letter ^ which vrged immediate orders because of price 
clianges tJiat were likely to follow 

advantages in his appliance, by the large list of satisfied customers* 
by the number of unsolicited testimonials and the absolute 
guarantee, a better plan for removing his doubts has been 
adopted. The letter says in part: 

"We are going to make you a final offer-- so liberal you 
can hardly pass it hy. You need not send us any money— you may 
try the machine absolutely at our risk. Give us the word and we 
will send the machine, charges prepaid, for you to use for fif- 
teen days. We could not afford to do this, except that the many 
patrons now using it, conTinces us you will be pleased and want 
to keap it." 

A strong testimonial enclosed with this letter added to the force 
of the appeal to those prospects who needed only a litUe stronger 
inducement to pull them over the dead-center of indecision. 
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THE PRESIDENT'S; PERSONAL GUARANTEE m 

Dear 81 r: 

There remain only 2,000 shares of stock that we are now 
offering at $90 a share. In accordance vith a recent decision 
of the hoard of directors no morst stook will he issued at this 
price — in fact it is extremely douhtful whether any more stock 
will he sold at any prices 

As you know our huildincs ars practically completed 
and the equipment is nearly all installed. The derelopment work 
is progressins satisfactorily and the property is now earning 
cood returns on the capital stook. As a matter of fact the 
stock is worth par or hotter right now and the stockholders 
would gladly buy all that is left at $90 hut you know the direo* 
tors hare always favored, distributing the stock Just as widely 
as possible and they have instructed me to offer it first to 
those who hare been interested in the project hut who have not 
yet bought. It is a case of first come first ssrved. but I'm 
Soing to take the responsibility of holding 100 sharss in 
reserre until you have time to reply to this letter. I wouldn't 
dare take this chance but I know there will be no trouble in dis- 
posing of it if you don't want it. 

Won't you bo so kind as to let me know at once whether 

or not you want it? 

Vpry truly yours. 

Secretary. 



Notice that the price of a commodity vnU he raised, or notice thai the 
amount is limited and no more can he obtained fumtsh the most familiar 
and the most effective last resort scheme to bring into line those who are al- 
most persuaded but need some final decision-maker to get tliem into action 

To impress the prospect with the fact that there will be no 
better offer coming and that if he ever intends purchasing, the 
time b ripe for his order, a pen-and-ink postscript is sometimes 
better than incorporating the idea in the letter. One manu- 
facturer writes an entire .letter in pen and ink as a last 
resort 

He assumes a personal relationship between himself and 
the prospect, as the result of previous correspondence. It is this 
assumption of intimacy that warrants the personal message and 
at the same time the individuali^ of treatment is frequently 
an incentive to action. 

The personal guarantee of the president or other officer 
or the promise to give an order personal attention if re- 
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leo A PREMIUM OFFER AS A LAST RESORT 



9«ai Kadaa* 

Tour salt will b« ent indiTldually for yoo— aade to 
Sroar ■•asor* It vlll f any of tho new "Wollaade* ' styles yoa 
■sy ehooso. It will bs linsd la any way you like— thii eeat oada 
at any leacth yoa prefer aad aada of any aaterial yov select 
froa forty new aaitinca. 

It oeeors to us that the reason yoa have been bea- 
itatioc BAT he that you fear tha suit will not be perfectly 
•atisfaetory. so we are coio< to sake you the best offer It is 
possible to clTO any buyer— fre are colnc to offer to make your 
suit entirely at oar risk. If yoa are not delighted with it ia 
every way, you are under no obligation and can send it back at 
our expense— your aoney to be r.efonded. 

In addition we are going to giro you a linen, hand 
aabroidered shirt waist • in cass your order reaches as within 
the next ten days. This is sspecially attractive and Bade up in 
the stylss shown in the enclosed booklet. We aake this special 
offer to you for two reasons: we know that one order will wake 
you a steady custoaer. then we want to keep our cutters and 
tailors busy during the off-season— we want to keep our aen all 
employed and hare the organization ready for the rush that will 
start in about a month. So ee ars making this special offer but 
you can see for yourself that we must limit it and we cannot 
send the extra shirt waist on orders receired after the 18th. 

Complete directions toT ordering are given in tho 
booklet, and you may find in the ten samples of choice suitings 
snclosed, the one you beliere most suitabls to your needs. Ws 
will gladly sentf other eamples. however, in case none of these 
are satisfactory. 

Very truly yours. 



A ladies* suit manufacturer emphasizes in his last resort letter an absolute 

guarantee. A limited premium offer for prompt actio,i is an additiorud 

tnducemerU that made this letter one of the best mUlers in the foUoto^p, 

although used on those wfio had "^passed up all other appeals 

ceived withia a specified time, are last resort schemes 
that have been used time .and again by mail-order specialty 
houses. 

Still another variety of "last chance'* letters that have been 
more than usually effective, is the circular that contains a sum- 
mary of all propositions offered. This serves two purposes: 
it gives the prospect a selection from which to choose : it also 
serves to bring to him previous offers which may appear more 
attractive than at the time they were made. 



Digitized by 



Google 



AN ESTABLISHED PRINCIPLE 161 

A scheme that pulled big returns for a manufacturer intro* 
ducing a new line of cream separators was a post card written 
in longhand by the sales manager: 



"I would have telegraphed you today hut did not know 
just hov to reach you. Ye have decided to exhihit our eeparatora 
at your county fair which opens Septeaher 8th and we must haTe 
the nana of our local representatires on the printed aatter that 
we will dietribute at that time. • If you want to act ae repreten* 
tatiTo for Worth Township write or wire acceptance and saaple 
nachine will he sent you at special agency terms. Adrisa ma 
Immediately. Must know at onca* * 



The scheme was successful because it was a real incentive to 
prompt action. The prospect had the double inducement to 
order at^nce: getting his own separator at a low price and the 
|)ossibility of making a profit out of sales to others. 

Letters, telegrams, post cards, circulars and all kinds of 
literature are brought to bear on the prospect in the last effort 
to get hb business. But they all carry one idea — that nothing 
in the way of better prices, quality, terms or other inducements 
will be offered li^r. Often, to force immediate action, the 
proposition is limited to a certain date. But in handling a last 
resort scheme the correspondent must not forget to leave an 
opening through which to "come back" at %t later date with an 
entirely new proposition. As an accepted principle that is 
always applicable, the last resort letter is built about this idea: 
there will be no better chance because, the seller has reached 
his limit in liberality. Bear the fact in mind, however, that 
no matter how alluring yoiur proposition, the prospect may 
have some valid reason for not accepting it now — but may 
want to consider it later, so the way must be left open to resume 
negotiations. The prospect must be left in such a frame of 
mind that he will not expect a repetition of the special offer 
that was temporarily made for some well-understood reason; 
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Schemes For AWAKENING 

. Dead Prospects 

— it. — . _ 

PART iX SCHEMES THAT HAVE MADE LETTERS PULL CHAPT ER 44 

EVERY FIRM has a questionable asset in its 
inactive Mes — lists of prospects who have written 
for cataiogues but never ordered, and lists of cus- 
tomers who have not bouaht anything for a long 
time. Here are names that represent a cash in- 
pestment— every name a Potential Customer, and 
pie problem of the sales manager is to awakeri these 
^ead prospects, find the cause of dissatisfaction, re- 
\)e it and re-establish good vnU.^. Here are given 
rs written by some ojf the most s$iccessfvl mail- 
r men in the United States^letters tJiat won 
^ack customers and led directly [to thousands of 
Sollars worth of bttsiness — here are schemes ttiat 
injected life into dormant prospects and cemented 
the loyalty of luke-warm customers 

■ 'I I I i»ii ■■ I • 11 I ■ ,. t , ■ ■ . ■ II ■ I III i»i n i i« n i w I I 

THE sales mana^r of a mail-order specialty house got into 
some trouble with the principal stockholder of the concern 
and was discharged. The officers, recognizing his ability, 
arrange with him to take a list of dead prospects and work 
them on a commission basis of twenty per cent. 

In this file were names of those who had written in for cata- 
logues and other information but who had never bought — 
names of prospects whom the regular follow-up had failed to 
sell, and former customers who had made no purchases for two 
years or more. 

First the names were sorted and classified as far as pos- 
sible — some had written in giving their reasons for not buying 

162 
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THE PERSONAL APPEAL THAT STRIKES HOME 163 



•ar Sir: 

The other day Z cot to thlnkiiic that I would like to * 
know Jaet hov many eustomere had been dealing with ae eteadily 
for five yeare or orer. So Z took a eouple of girls and started 
to oheok through our custoaer files. 

Whenerer they found a card of a fomer eustoaer who had 
not ordered anything for a year or aore, it was handed over to ae. 
There were not many of these— hut Z don't want to hare any of 
that kind» Tour name appeared aaong this nuaher.' 

Z wish you'd tell ae honestly what the reason is. Z 
know it oan*t he beoause of dissatisfaotion beoause we guarantee 
satisfaction and if anything slipped through the inspeotor's 
hands that was not all right Z aa sure you would have told us so 
we oould hare replaced it or refunded the aoney. ZT BOXSV'T MAKl 
AIT DZinSIICl. TOU now. WHAT THB TROUBXA ZS. 11 MAO ZT BZOET. 

So 1 can't iaagine why you hare stopped buying. Won't 
you tell ae now? Zt is surely something that has nerer eoae up 
before or we would hare prorided against it — something ws don't 
know about, yet it is liable to occur again, Z suppose, unless 
you writs us so ws can bs on our guard. 

I shall bs expecting to hear from you about this and 
hare instructed the girl who opens the aail to bring your letter 
right into ay office Just as soon as it gets here. 

Very truly yours. 

President. 



/i 



Here is a letter that hraughi bach over fifty per cent of the lost eustomere 
of a mail-order house » In the majority of cases the patrons were a littls 
disappointed in some purchase — not enough dissatisfied toyregister a kick** 
but enough to try another house and there was no object in changing bade 
as long as the new house gave satisfaction. The personal appeal of this 
letter, however, won back nvore than half the former customers 

and the experienced mail-order salesman could read between 
the lines of other letters the probable reason that held back the 
prospect. So he prepared a personal letter, playing up to one 
group new and improved features in the firm's product. To 
others who were apparently unable to pay a fancy price he featured 
a second grade, equal in wearing qualities but plain in finish 
and sold on easy terms. In all the letters he inserted a guaran- 
tee and enclosed a cash coupon good for half his commission 
if applied on their first order within fifteen days* 
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164 SHOWING A PERSONAL INTEREST 

. Although the house had been holding these names as worth- 
less, thirty-eight per cent made some reply and twenty-two 
per cent placed orders — ^the discharged employee made more 
during the year on his commissions than he would have drawn 
as a salary. This led to the creation of a new department to 
work out tiie dead file, get in touch with once-interested prospects 
and win former customers back into the list of buyers. 

The sales manager of one of the large mail-order houses of 
Chicago had his attention called one day to the large stack of 
files of former customers — ^thousands of them. These names 
haunted him for a week and one morning he wrote a letter — it 
was very personal — sent to a large try-out list Here is the letter : 



Star Sir: 

LooklBC orer our records « few days aso. I noticed tliat 
yoa haren't been so good a eustoner of ours In the past tvelre 
■onths as you used to be. and the bo re Z looked at that reoord 
the BO re I wondered what we had done that eaaeed you to praetl- 
eally stop trading with as. 

7inally Z deolded to drop you a line and ask you whether 
you are willing to tell me. personally, frankly, 4u«t ^lat the 
trouble has been, and whether there is anything we haren't done 
that we should hare done, and whether there is anything we ean do 
VOW to get you back on our list of regular oustOBors; if we can 
we surely want to do it. 

Of eourse, aooidents will happen at tiaes. and if one 
has happened in this, case, I hope you will tell bo about it. Z 
think Z can fix it up the rery daiy Z get your letter. 

Won't you write ae personally on the back of this letter 
and tell ae Just how you feel about trading with us? Please use 
the enclosed (staaped) enrelope, as Z want your reply to coae to 
ay desk unopened. 

Why not send in an order with your reply? 1*11 see that 
it is fillsd JUST RIGHT. • 

Very truly yours, 

CHAMPIOV SUPPLY CO. , 

County Manager. 

P. 8. — The best catalogue we have oyer lesued is Just 
»ow ooaing off the press and I am sending you a copy of it today. 
Z hope you will look through it carefully. 
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THE RESULTS OF ONE RE-AWAKENING LETTER 165 

Out of the first mailing to 1,500 former customers, 1,035 
were awakened and the orders that came in amounted to more 
than $5,000 as a direct result of this one letter — ten times the 
amount expended for postage and for cash adjustments of 
complaints. Then there was the greater asset of former cus- 
tomers reinstated and good will established. 

In both these instances the secret of the awakening of a dead 
prospect was not some new inducement or some special offer 
but a strong personal letter, a letter of warm blood and human 
interest. 

There are, doubtless, hundreds of concerns in the country 
each having thousands of names in the dead files that might be 
transferred back to the active customer list with the right Idhd 
of a letter. It takes a big cash outlay to get the names of pros- 
pects and the expense of making the first sale is frequently 
more than the profit on that sale. These latent prospects 
and these former customers are too valuable to be buried 
in the dead file; they can be brought to life — most of 
them — ^by letters that go straight out to them with a man-to- 
man appeal. 

So many correspondents make the mistake of concluding 
that because an inquirer does not respond to the routine fol- 
low-up he cannot be sold and immediately his name is trans- 
ferred to the graveyard. But there are a thousand reasons 
why a man may be interested and yet not be in a position 
to buy just ut this particular time. The wise correspondent 
will look upon him as a prospect until he is sold or definitely 
known to be out of the market. Even though it may be 
decided that it is useless to waste more advertising on him 
for the present, the prospect should be left in such a frame of 
mind towards the house that he can be easily interested when 
he is ready to buy. 

Some houses endeavor to classify the names in the dead file 
grouping those who do not buy because of price or terms. The 
surest way of awakening these prospects is by some special 
offer, some "bargain counter" attraction. Recently a mail- 
order house selling through agents adopted a new policy of 
giving territorial cash prizes in addition to commissions on sales 
to agents. All agents who had dropped out were included in 
the list to which the announcement of this policy was made. 
There was an immediate renewal of interest. Agents started 
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166 A NEW INDUCEMENT IS OFTEN EFFECTIVE 

I)««r Sir: 

Of all tlio •xperi«ne« Z hare had in tho sixteon yaars Z 
hava b««B iB tha ■aBafaotarlat buain«8s, this it the moat 
parplaxiac— 

To hara ay meohanioal axperts plan out and perfect an 
addinc aaohine that will produce gulok, accurate retulte; that 
is stronc. durable and compact : that will do the sane work aa one 
of the hish priced Bachines — that I can sell for $20 aa asalnet 
other $200 Bachinet of no greater practical merit — 

And then to find that onlj one out of ten hankers will 
eren look at the machine. 

8o I'm writing this letter personally. 7or Z know the 
machine. And Z know many hankers. I know that at a direotora' 
meeting there is little of more interest than how to simplify 
and reduce the cost of clerical work. Vothing so Interests the 
president — nothing so interests the cashier. And absolutely 
nothing so interests the stock holders — the customer and pros- 
pect ire customer-- as decreased cost combined with absolute 
accuracy. 

The fault must then hare been with our literature — so 
I'm sending you none but I haye written and numbered a card. 
If you will sign and mail it, Z will send on an Adama Adding Ma- 
chine at my expense for you to try for ten days, absolutely free. 

This is a blunt business proposition. 7or the sales 
department has mailed letters and literature to you without 
avail. And it is up to me to make you such an unusual proposi- 
tion that it will first attract your attention and be so 
utterly fair that you can hardly refuse it. That proposition is 
on the card enclosed. Why not mail it todayt 

Very truly yours. 

President, 

Here is a letter that brought bi^ returns for it took the recimenl into thB 

reader*s confidence, brouqht htm into eympathy with the emerge problems 

and then presented an inancement in the form of a new propoaOion—ii eettf 

ing plan that featured the ten days* free trial 

back to work who could not have been induced to return without 
this special offer of prizes. 

The same principle is sometimes applied to luke-warm pros- 
pects who have been temporarily dropped. The special offer 
in some form will often rekindle their interest. 

"If any considerable number of people answer your advertise- 
ment and write for further information and then do not buy/' 
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MAN-TO-MAN LETTER THAT REVIVED CUSTOMERS 167 



■7 4mr 7tr. iMten: 

0«r rM»rto •!»• ttet |*a tev* tougiit tM4* (i<m «m, m ywi ka«* MMthlas •{ Mr f rt«M aiU 
ffUoM; tot I (Ml ttet vitk yrkflt to |*tirMXi^ •• tMl4 (umiak yo» vltii a Ui^r atara o( tk» 

mat! fM MoA, ir !«• ■ota4 aum «• t* 40 m; 

I wut t« Ur aMtUl atrM* m tiM 4irifnM* totMM aar tUh yrttM ••4 tk* f rlOM iklek tiM 
l a rth a ra m b wi t fay* tha leeaS daalax. aa4 aaiaclaUr vkM ka toya aa tiaa. 

taraaaallr you aay aavar tof aa tlaa, tot tovias liv«4 ia tka lautk aaat af my lit; I aa. aaU 
MfHalata4 wltk tka taaaiml aaa4lUaaa. I vaa aaaa a alark ffe a kig atara U tka aattaa bait of 
Sartk CaroUaa, aa4 I aavar aaaaa4 «• vaafir kev a (anwr aaal4 a(ror4 ta aaaa ta tkat atara aa4 
Hf IS taau a yaua4 for •aatani okfa aaat rtttek aaat ua aaly ft ar ft aaota a ^mimii aa4 Itka 
yrlaaa iar atkar itaaa. 

Ob aakias ay aaylayar aaa 4ar ahjr <ka atorsM aa aaak for kla aaat ka raplla4. "Oauaa «a aall tt 
aa tiaa, aa4 aaaa aavar pay; tf aay af 'aa fay aaak/ taka aff t aaaia a faua4." X r^allaa t«4ay, 
kattar tku I 414 tkaa, Juat^tot tkaaa faofla aara fkyti« aa far tiaa. tka ara^t of aaat of 
tkaa uM «oo4« aa4 yat 1/ 4kay koaikt aoo foiaUa af aaat .at 13 aaata« fajakla-Mtator 1. tka kill 
V0U14 ka iU» akaraa»v if tkay fal4 aaak vkaa tkay tou^ lt« aay U im», iUir kill aaul4 ba 
$Vti tharafora aa Bkarfa4 tkaaa fanara $4 Intaraat for faur aaatka* waa af $10, aklak la at tka 
. rata af fti^ a y«rr. Oiy, U aaay auta* If a au laaaai aut aaaay at Ikat nta ka aaul4 ba ar- 



D( aauraa, a yart af tkl* aaat ta of faat t»ar aaaaaata; aa4 tka vorat af tkM aaa tkat tka aaa 
ate aa4a tka ka4 4akt 4i4ait auf far far It. Tka bm akftaa ara4lt tpa (aa4 aaa tka fallaa aka 
to4 ta aaaa arowU Qctabar 1« aa4 (at tka laia af 3 aaata a fa«uy fay kla akaia af tka ka4 
4abt*. 

Tka laaaaa f roa tkla la Uat tka aaa ate aaa't fay, aa« tka> au ate «w*« fay .tkaaa ara tka 
falnar* fna tka *ra41t ayataa« akUa tk#.aaa akaaa ara41t la CBa4 wiXt to tto laaar. ftot aaa 
^ako«a4 laara to aktaU aa4 pay aajAi far kla aaffliaa. Ma aaa 4a it |aat aa aaaa aa to alaarly 
raklltoa ttot to HUtt 4o it. 

It la auek a aoatly toalaaaa, thla an4lt ayataa. ttot akaa yau 4tt 4aaa ta^ta U a UtUa, yoa 
aaM«la4o ttot tto RlCff aui la tto aaly' taUaa ato aaa af for4 tt« aa« at aaaraa to 4aa*t aa«4 lt> 
kut kar a» aarU jaa tto poor Ma« aaitlat tor4 ta 41t a llvlac aat af 100 aaraa af laaft -aaa4 
uaiially raata4 fna a (raaplas Iaa41er4-.laa4 fna aklak to aaa karOy aaaa kalf a bala of aot- 
.1»a Jo tto 4Bxt« j^ oftaa faraa4 to .aaU ttot at laaa ttoa .ao*t::;tof aaa ttot aaa aXfor4 to 
fay |ft toaaa for a |I0 lot of aaat ttot aaat tto aarakAit aaly ^ft. to kaaa't aay aaaay ta §X9^ 
•toy# ■aul4 to aat tottar torraa aatoy« •m at 10^ lat«raat« aa4 tkaa pay CUR, tkaa %• pay V$ 
aa40j( for Bra4ltf ia4 roaiabin avaa If to ka4 pal4 aMk for kla aaat at tto laaal •un. tto 
bni «oul4 tova boon $30« w akout lOOjt profit. Tou aavar p«r auek praflta m ttot akaa yau buy 
af Caatr«l Sapply touaa. 



toa, tkla My Mt lataroot yM yaraeiially, kat It 4oaa apply ta a lot of yaar Ml^ban, aa4 1 

aa arltlBC It ta you baaauM I VMt yra ta rai --.--.-. 

■attMaa4 for tto flKT OLOSCST of aaak priaea. 



aa arlUac it t* y»u baaauM I mnX yra ta raallaa tto a4«a«taca af bayUg traa CMtial topply 

' •— —t mr c"— - -• — ^ — ' — 



ffa aro Mlllag aaarly ftO ailllM *»l3^tn aortk of cM4a a yaar« aai aar prloM an aafully 1m. 
Ttora la Mtklag aurprlalas abMt tkla« taaauM m altkar aaaafaatan tto ■»a4a. ar m toy di- 
raatly fna tto taatorloa; aa# m «a:'*tani ovar* our atMb aavaral tlaM aaak yaar (aklak aaMa 
fraak iM4a'to tto auatoMr), m aM mil to MUafla4 altk tto aaallMt aaf«la of pnflt. 

CattoM ua aa4 tto fMtary tton la m atolaaalar, m Jabbar. m aaMlaatarar'a a«aat, m aan. 
feauM r-n -I AXrmm. SataaM ua aa4 tto CUnOiiDI tton la m aMUy 4laf Uy at ^mlfr •• 
akM ala4Ma aa4 toM eaaM. m aalM alarka or travallat aalaaaM, m 141a tlM« m laat MtlM. 
Tkla IMVM Oantral tappiy touM M tto aaly auttoa batvaM tto toutkam faraar ato (Mtory 
prtoM. toa tto falatT 

I M aacloalas a paapklat aklak alU glva yw KIS OOOO KUaom IRTI It la aalla4 "Stralgkt 
Talk«" aa4 ttot'a }Mt atat It la>^tralikt and fair aa4 kaMat. toa4 It aanfally; but 4mM 
cat tto 14m ttot aa an atUaklag alttor tto MrehMt or tto a41tor; m auy alatoan tova baM 
aa4« acalaat our bualsMo ttot w alafly aMt ta aaaaar aaaa ot tkaa, m ttot aar «MtaMn aUl 
kaM tto facta; ttotU.all. 

If yea tovM't a eapy of Mr 31t ISOO-faga Catalosua. It alll aartalaly pay yM to t*t oaa. to 
Ma4 It frM ta MyoM m appllMtUa. If yM mu14 llba a eapy« fill Mt aa4 ntun tto aa^ 
cloaa4 aard (m poataca ataav r*«ara4). aa4 w alll gladly aan4 It ta yoa. by ratuni aaU« 
poatpal4. 

to Mul4 llko your furttor ardan. Om tto aMlaaad aaralapa aa4 I alll paraoaaUy Ma ttot 

your goo4a ara ahlppa4 preaptly aa4 aeawmtaly. 

I Mul4 ba gla4 ta tova yoa aawar tMa lattar aa4 oapraM yMSM^f frMli « tto «uaatloa; aai 
If you tova a aaltfAar ato aaul4 ba latarMta4 U tto Mttor, pM* tto lalkar aK4 paapklat alaag 
ta kla« ta^ttor altk tto «ti« poatal aard aaalaaa4. If ttor* M aaytkli% to lt« lat Ua gat 
tto baaatlt af tt; It ttora Im't. m kaia alU ba 4aaa. 

Vary truly yaara, 
**** f. ntoatea* ea«rty iitoiar.. 



Orders amounting to thousands of dollars resulted from this letter 
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168 A RUSE THAT INTERESTED PROSPECTS 

says an experienced mail-oider man, "you may set it down that 
the trouble is with your selling plan and not with the prospects. 
The only way you can hope to reach them is by adopt- 
ing a new plan — go after them with new arguments, 
different kinds of offers, approach them from different angles. 
Sending them the same old dope later on will seldom sell 
them." 

This may be accepted as a fundamental principle that should 
be kept in mind: if men are interested and you sell only a limited 
number the fault is probably due to a wrong selling plan — ^in 
other words, to awaken these dead prospects you must change 
your campaign and try to interest them with something entirely 
new and different. 

The customer who has drifted away from a house for 
no particular reason may frequently be won back by a warm« 
personal letter telling him that the house has missed his business* 
and would like to have him once more numbered with its 
customers. The reminder that a former customer's credit is 
still good, coupled with some announcement, price list, or new 
catalogue, will frequently bring back lost trade. 

But the prospect of a mail-order house who has neVer been a 
customer is a harder proposition. The correspondent of a house 
manufacturing corsets selected a list of dead prospects — ^prom- 
inent merchants it had never been able to reach — and wrote to 
each, expressing the regret that the firm no longer made the AAA 
corset as it had been entirely replaced by the BBB line which he 
was sure would prove much more satisfactory. A sample 
was sent so the improved features could be seen. Nearly all the 
merchants replied that they were at a loss to understand the 
letter, as they had not asked about AAA corsets and could not 
find anyone in their store who had, and so forth. Their letters 
gave the correspondent the cue for following them up and the 
ruse brought the sample corset forcibly to their attention. The 
result was the opening of quite a number of very desirable 
accounts. Such a scheme might not be approved by some 
houses — it is given here merely as a plan that was tried out 
and proved highly satisfactory by one firm. 

A novelty house, taking advantage of a new "craze,** sent a 
special delivery letter to prospects whom it had never sold, calling 
attention to tiie new fad and offering to send by express an 
assorted lot of goods upon receipt of a telegram, a blank for which 
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LAND SHOW TICKETS STIMULATED PROSPECTS 160 

I>««r Sir: 

Some tine ago you were intereeted in Washington and 
Oregon Orchard landa. I renemhered thia and an tending you a 
couple 0^ tioketa to the Land Show at the Armory thia week whara 
an exhihit of fruit wl 1 "be shown. You have giren this 
matter aueh serious thought that I*n sure you'll want to take 
adrantage of thia opportunity. 

Yesterday 4,625 persons paid admission to see these ex« 
hihits. There is an ever growing interest in the land they rep- 
resent. It is ineritahle that these shows and the awakened in- 
terest in farm life will take thousands of families from the 
cities out to these western lands where the opportunities are 
increasing ao rapidly. There was a rush for desirahle fruit 
lands after last year's show — and the result waa an advance 
in the price of the land. 

I understand that eren now our directors are contem- 
plating adTancing the price of the fruit property we are offer- 
ing, because of the increased demand for it. While you are at the 
show, look orer the prize non-irrigated fruit grown on our prop- 
erties—the Columhia River 7arms. This comes from the land 
owned hy officers of our company. We are offering adjoining 
properties of the same character. There ia atill a chance for 
you to secure some of this hefora the price adranees. 

While you are at the Columhia RiTer 7arms booth, get 
one of the new booklets on "Apples and Independence". It girea 
some new figures and interesting facts on the relatire adrantagaa 
of the rarious aections of the fruit belt. 

Very truly your a. 



H-^^-T-A 



The fact should always be kept in sight that the prospect^ although he has 
not given any indication of continued interest, may be d&sply interested 
long after his original inauvry. Business reasons may prevent his taking 
hold of a proposition at me time but he may be laying his plans for the 
future— and those plans may include your prodvjct. In buying land, for 
instance, it is usually a matter of education and even after a man makes 
up his mind to invest, it may take him a long time to decide amona differ- 
ent sections. The above letter, accompanying tickets to fa Land Show, 
avxjkened many dormant prospects and lead to a large number of sales 

was enclosed. Stress was laid upon .the advantage the merchant 
would have in being the first in his community to show the new 
line and several hundred accounts were opened. 

While the average concern hesitates to use radically novel 
schemes to stir up the interest of dead prospects* they have proved 
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170 A MENTAL SHOCK THAT WAKES THE DEAD 






immensely effective at times. ^ house selling nuushineiy bj 
mail to manufactuiers emf^yed drastic measures to get a spark 
of life from those who had been dropped after an exhaustiye 
follow-up campaign. 

A mourning envelope and paper with conventional black 
borders was used. The letter was brief: 



"Harioc written so of t«a I f olt sure TOU wore doad. Z * 
thorofore wished to exprees mj eondoloBce to othe r Bombers of the 
fim hut not knowiac the name of any partioular person asoooiated 
there. I address this letter to TOU. 

Of oourse, if I hare aade a aistako. TOU will set 
•e richt." 



These were mailed under two-cent stamps and sealed. The 
immediate returns showed that they were aU read. The results, 
were varied, some firms vigorously resenting the "insult." Many 
"warm" letters were received from them, but the house was given 
a chance to know they were still in business — ^potential customers. 
An opportunity was offered to smooth over die jar. Others saw 
the point, some ordering and some replying on mourning paper. 
The letter created wide comment and forced the company's 
line onto the attention of many possible buyers and the results 
were highly satisfactory. Few concerns would sanction such a 
scheme, but in this case it was so cleverly followed up that 
good results were obtained, not only in immediate orders but in 
regular customers. 

^^^t often requires a jolt to awaken dead prospects, especiaUy 
dealers who are buying elsewhere. But if any large number 
of people are sufficiently interested to write for catalogues, 
samples, prices, and so forth, and then do not buy, the trouble 
is undoubtedly basic — goes further back than the wording 
of the letters, and .points to the fundamental selling plans 
which must be changed. The former customer can best be 
awakened by a heart-to-heart letter showing concern over the 
loss of his trade, trying to ascertain the cause of dissatisfac- 
tion, if any, and to adjust it so that future cordial relations 
may be resumed. 
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Drumming Up Local Trade 

By Letters 

PART X EXTENDING A STORE'S TRADE 6y LETTER CHAPTER A5 

IN a city with a large and shifting trade the 
advantages of general jmblic announcements of 
sales that reach all classes, as in newspaper ad- 
vertisements, posters and hand-distrihutea circa- 
larSy are obvious. But to reach SPECIAL CLASSES 0/ 
^^prospectsj^ or to reach customers with SPECIAL 
MESSAGES, the letter offers opportunities with 
which no general publicity can compete. This 
chapter describes when ana how such letters may 
be used — and to whom they may be sent 

MERCHANTS generally do not make much use of sales 
iettefs on town people. They do not know exactly 
how» they shy at the cost, they depend too much on 
newspaper advertising, handbills, circulais and schemes. 

But a sales letter campaign is not such a formidable proposi- 
tion. It merely amounts to saying in a letter exactly what the 
merchant would tell his prospects if he made a house-to-house 
canvass for business. 

All he needs is a list of names of probable customers. These 
he can easily secure from his own records — credit accounts, 
C O. D. and delivery slips. Additional names can be secured 
from the city and telephone directories and special sources, 
such as incidentally suggested in this article. The re- 
tailer can either print his letters on a duplicating ma- 
chine or have the work done by a local printer. The names 
and addresses can be filled in by a couple of girls in 
his own office. 
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Vn THE COST OF FORM LETTERS ^ 

The cost to which he at first objects is not such a big item. 
If the retailer has a duplicating machine he should be able to 
turn out excellent letters for $8 per thousand or less. One 
retailer gets his work done for less than $7. Following is a 
table of expense per thousand letters: 

Lithographed letterheads (bond paper) $2.25 

Filling in name and address 1 .36 

Duplicating labor and ribbon 29 

Envelopes 1.25 

Addressing envelopes 1.36 

Total $6.51 

If an envelope is used which shows the name and address 
through a glazed front surface, the cost of addressing the en- 
velopes is eliminated and the total cost of $6.51 would be reduced 
to $5.15. Adding $20 for two-cent postage it is apparent that 
the retailer can send 1,000 personal letters into 1,000 homes for 
less than $30 a thousand. If he encloses a circular or has to hire 
this work done for him, the cost will run a little above $30 per 
thousand. 

Sales letters usually work better in conjunction with other 
forms of advertising. But there are certain retail stores, both 
large and small, that have given up all other kinds of advertising, 
and have centered their entire solicitation on letters. 

A merchant in an Iowa town where the local newspapers have 
a circulation of only 1,000 copies a day, claims that it is necessary 
to use personal letters to get direct results. The newspapers' 
circulation do not reach enough persons, and those they reach 
do not seem to be particularly influenced. The little weeklies 
do not carry much weight in their advertising columns and so 
this merchant is forced to use letters. 

A stationery store in Los Angeles has adopted a plan of 
sending out personal letters to the exclusion of aU other kinds of 
advertising. A few years ago this concern used the newspapers 
regularly in its endeavor to attract new trade and hold old trade 
to the store. By checking the results of the newspaper advertising 
carefully the proprietor decided that he was spending too much 
money for the results obtained. Through a method of listing 
and classifying the people who came into the store he proved to 
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lumself that there was too much wasted circulation in this 
method of advertising. 

It was finally decided to try out a series of personal letters, 
using a good quality of bond paper, die stamped letterheads, 
written on a typewriter and signed by the proprietor himself. 

The plan was to make it as nearly a personal letter as 
possible. The success which attended tiie plan justified its con- 
tinued use. 

The advantages of sales letters, considered from a retail 
point of view, are that your message is transmitted in a personal 
way to each recipient. He takes it to himself and appUes it to 




his own needs. Another advantage is that it enables you to 
present your proposition in such a confidential way that your 
competitors are not stirred up. Their newspaper advertisements 
which are spread before the public give you the advantage. 
Your letters go silently through the mails and do their work as 
confidential agent in each household. 

In Los Angeles, a year ago, the furniture stores became involved 
in an advertising warfare, which resulted in a general slashing of 
prices and the subsequent demoralization of the furniture busi- 
ness. Every store suffered but one. This store did not enter into 
the sensational newspaper advertising. The other stores believed 
that this concern had not entered into the campaign at all, but 
they were mistaken. This furniture shop was a quality store* 



Digitized by 



Google 



174 TWO SCHEMES FOR GETTING NEW CUSTOMERS 

felling quality goods for quality prices. Instead of getting down 
on the same level with its price-cutting competitors, it held aloof, 
and here is the point: it drove home its selling talk with letters. 
A series of four follow-up letters were prepared, which were 
mailed regularly to every home in Los Angeles and the suburbs. 
While other stores were confusing and bewildering the public 
with prices that shifted daily, this store, by its letters, was build- 
ing up a reputation for quidity goods, sold for one price only. 
The result was that the better class of citizens turned from the 
price-cutting stores and bought goods of the store which they 
felt was selling a high grade of furniture for just about what it 



Sear Madaa: 

The AdTantaset of oar ohargo aooount system hare been 
extended to thousands of patrons throushout the oountry and the 
sarlnc of time and trouble is so gratifyint that they are en- 
thusiastio in reoommending it to their friends. 

Charge oustomers may order at any time, by mail, tele- 
phone, telegraph, or in person, and bill will be rendered at the 
end of the month when settlement oan be made. One oan in this 
vay take immediate advantage of speoial offerings. 

If you hsTO no aooount with us, and are desirous of 
opening one. please fill out the enolosed slip, and we shall 
giro the matter prompt attention. 

We are sending you our supplementary oatalogue, oon- 
taining many of the most notable ralues which are now being 
offered, and, if desired, we will gladly forward our oomplete 
oatalogue upon request. 

Respeotfully yours. 



The city department stores no longer look upon charge accounts as an 
accorrmvodatton but a trade-pvUing feature as people buy more freely 
where they do not have to pay out the cash at the time. This letter is a 
deverly worded invitation to open an account. The saving of tinus and 
trouble is emphasized and the convenience of ordering by mail, telephone^ 
teleqraph or in person is pointed out. Reference is made to a catalogue 
which brings before the reader attractive offerinas that could be etuUy 
ordered if she had a charge account. Special letters are sent out to 
school teachers, nurses and other aesirable customers 
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was worth. This feeling of confidence was built up entirely 
with letters. 

And letters may 'be just as effectively used for overcoming 
prejudice. In Omaha there is a men's furnishing store, catering 
exclusively to men, and Wvertising as **The Man's Store." 
This proved an excellent means for attracting the male trade, but 
where men trade so largely, the women hesitate at the threshold. 
Inasmuch as many women buy considerable clothing for their 
husbands and sons, especially at Christmas time, this reputation 



Sear Miss DO0; 

Allow us to ooBpllBOBt 70tt ttpon tbo attalxmoBt whloh 
fits yott for graduation and to offer tlxe faollltles of tills 
establlshasnt In your quest for hablllasnt suitable for ths 

occasion. 

• 
We are emoloslns a few samples of appropriate dress 
materials and desire further to oall your attention to our 
excellent assortment of shoes, glores, hosiery, lingerie and the 
many little accessories of dress which by their correctness of 
mode make choosing here always satisfactory. 

We trust to see you soon. 

' Sincerely yours, 

BLAHK BROTHIRS. 



This letter was mailed to each member of the gradttating class several 
weeks before commencement 



for masculine trade was an obvious disadvantage. To overcome 
this prejudice the store prepared a selected mailing-list of the 
names of women throughout the city. These names were secured 
largely from the telephone directory on the assumption that per- 
sons who had telephones in their residences were able to trade at 
this exclusive store. This list was verified and corrected from 
the city directory and other sources, so that practically all of the. 
letters which went out to a "Mrs." were correct. 

jEach woman received a carefully prepared letter, with her 
name and address so well filled in that the communication looked 
like a personal message. This letter pointed out the fact that 
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this ''Man's Shop" was exactly the place to buy Christmas gifts 
for men, that it was in this exclusive shop that the most appropriate 
and acceptable gifts could be secured. In order to drive this 
point home still further and to put the women perfectly at ease 
when they came to the store, an engraved card was enclosed in 
each lett^, inviting the recipient to call. "With our invitation 
in their hands/' says the proprietor, ''this timidity, modesty or 
whatever you want to call it, seemed to leave." Another plan 
which this store found very successful was an "At Home," to 
which every woman on the mailing-list was personally invited. 
Refreshments and music were a feature of this social event, 
much as if the function had been held on a residential avenue 
instead of Sixteenth Street 



Sttar Hadma: • 

SaTlns Is OBtt of tlie first dutiss of a man or a woman. 
If you ara not saTlns soaothlns rogularly you aro oTorlooklng a 
▼ery iaportant duty. 

A bank account is a great comfort undor certain clr- 
ouastancas, and It Is easy to hare a bank account • for you do not 
hare to start with a large sua but Bay start in a rery small way 
and add to your account from time to time. 

We hara many thousands of men and women depositing 
their saTings with us, and we welcome you to this army of thrifty, 
far-seeing people. 

We understand that you reoelTCd one of the TRUTH'S 
home-saTings banks. Tou no doubt obserred that the check was 
drawn on this bank. Why are you not using your bank and check? 
Just bring your bank in with $2 or more and sign for your account. 

Hoping to see you soon, I am 

Very truly yours* 



The first partigrapk ia too vreachy and lacks in interest valve. In the 
second paragraph it vxnUd he better to specify some of the circumstanoei 
under which a bank account is a great comfort. There is no point to the 
argument in the third paragraph and not enough details are given U 
draw the holder of the check to the bank. As a whole the canvas is weak 
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AQtiestion 
that arouaeB 
interest. 
An effective re- 
minder hut not 
ohiectionably 
aggressive. 



The/act that the 
batik believes he 
intends to start 
an account is 
likely to start 
a man to think' 
ing. 



€food argument 
^-one that reader 
will mentaUy 
acknowledge is 
true. » 



Courteous sug- 
gestive paror 
graph. 

Another little 
appeal to read- 
er's pride and a 
hearty expres- 
sion of good wilL 

The closing sen- 
tence is better 
than the par- 
ticipial form^ 
** Hoping to see 
you soon,** 



Dear Madam:- 

Haren't you orarlookad a little matter 
that you had expeoted to attend to before now? 

Aooordlng to the list turned orer to us by 
the 8CRAVT0V TRUTH at the close of Its "Sarins 
Campaign" In June, you were one of those who 
•secured a pocket savings-hank and a flfty-oent 
check as a "nest egg" of an account. 

You no doubt recall that the TRUTH'S 
checks were made out on this bank, and the TRUTH 
expects us to report from time to time those who 
hare started accounts. Unless you were In 
yesterday (we haren't yet checked up yesterday's 
names) it teems that you haren't ussd your check. 

Of course you were determined to start an 
account when you recelTed the little bank and 
the check, and we are wondering what has caused 
you to neglect opening the account. It's very 
little trouble you know; come in with at least |2 
to deposit with the fifty-cent check, and the 
whole thing can be fixed up in a minute or two. 

SaTlng is largely a matter of habit. 
Those who sare will tell you that it is easy 
after one makes a start. Saving people hare Just 
as good times as other8--eTen better, because 
they hare the sense of protection against un- 
looked-for expense. 

If you hare lost your check, let us know 
and we will replace it from a supply that the 
TRUTH has furnished for such oases. If you do 
not understand Just how the check is to be used, 
it will be a pleasure for us to explain. 

We want to be able to report to the TRUTH 
that you are on the roll of sarers, and we shall 
certainly do all in our power to make you feel at 
home in this bank. 

Hay we expect to see you soon? 
Very truly yours, 



'^/.^i?*^ ^/^4«2^t- 



Down in Birmingham, Alabama, a clothing man makes a 
fljstematic bid for transient trade. Each morning one of hlx 
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clerks visits all of the better hotels, copying the names on the 
register of persons who have come into the city during the night 
or early in the morning. These names are then carefully **filled 
in'' on a form letter, which invites the visitor to their store, 
something after this fashion: 



"We note froB the hotel register your arriral In the 
city* and take this method of extending 70a aa larltatlon to 
▼Islt our Clothes Shop— THB SHOP OT QUALITY. 

"This Is exactly like one of those little exolusive 
shops you find on Tlfth Arenue la lew York — only la our store 
you don't pay the exoluslTs prloe. 

"Ihlle you are here, we would he Tory clitd to hare you 
look OTor our colleotloa of wearables, whether you are Interest- 
ed la buying or not. We will endearor to sake your Tlslt both 
entertaining and Inst ruot Its. " 



This same store puDs transient trade in a similar way bj 
addressing letters to all persons whose arrival in the city is 
chronicled in the '^personal'' column of the daOy new8pi^>erB. 
A store in Colorado sends out letters to new residents of tiie 
city, offmng a special discount to induce them to get acquainted 
with this store. 

Another progressive merchant has a regular letter to send 
out to people who are moving. Attention is called to the fact 
that moving reveab wants that must be supplied and a list is 
included for convenience in checking articles that may be needed 
such as china, rugs, window shades, linen and other kinds of 
household furnishings. 

This firm also makes a special appeal to all theatrical people* 
to whom letters are sent immediately upon their arrival in Denver, 
calling attention to the large line of goods which the store handle. 
"We give a discount to the profession" is the closing para 
graph that appeals to the vanity and to the purse of actors 
and actresses. 

A general merehandiser at Laharpe, 'Kansas, sends a letter 
to the children at various times during the year, such as at the 
opening of school, inviting them to come to the store for supplies. 
Indirectly the letter is aimed at the parents, but the merchant 
does not overlook the real worth of the good will and friendship 
of the children. 
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As the society columns of the daOy newspapers chronicle 
engagements, it is the duty of the stenographer of a Birmingham 
clothing store to enter these names on carids and file them with 



D«ftf Birr 

Z b«8 to •oiloat your kind patronaco in th« tallorinc 
Ha* b«oaut« X fasl Z oaa offer you better faellltiet la oTory 
vay tlMta yoa haTo booa cottlag Zf Z oaa't. doa*t road aay aoro 
of what Z haTo to say, but oiaply t^ow thto lot » or lato Uio 
vaoto basket. 

Z foeZ tkat Z am turaiag out tHe boot olotlioo la towa 
Tor tko aoaoy.* 

H^ prloeo raago for Suits, $86.00 aad up: Ororeoato. 
$88.00 aad up; Trouoora, $6.00 aad up; Yaaoy Tooto. $5.00 aad up. 

Vy wooleao ooatala all the latest deolcao aad ahadoo. 
My c^nieato are out. fitted aad aado oa the aboTo proaloeo by 
■oa tailors. Z out aad fit your garaeats the way you order tko«» 
booaaso you're %h% oao that's colac to wear the olothos. 

Z guarantee to press aad repair aay gameat Z aako 
froo of oliargo for oae year. Z sollolt opea aeoouats whea 
proper roforeaoos are furnished. 

fhaaklag you for your attoatloa, aad trustlag Z'll 
lUkTo the pleasure of your oalllag oa no la the aear future, Z bog) 
to roaaia. 

Tours Tory traly. 



(fss:!^ ^-Tdj^ 



A leUer that i$ a good example of waeled ammunUunk The writer' 
mologme from the fint eentenoe to the Uut—few readere icould reeiel 
the invitatton in thejiret pairaaraph to thfow the letter into the waste 
baeket. The writer bege to eoiieU patronage and bege to remain veru 
truly; he**feele that he can offer better facUitiee** and feele that he t# 
turning out the beet dothei;** ne edieite the reader^e open account — if 
proper ttferenoee are fumiehed. Three of theeix paragraphe begin with 
**r* ami two other etart off with **My,** Every eentenoe but the laet 
one etarte out in the firet person The **you** element ie entirely ladcing 

the date of the wedding, so that additional literature of interest) 
may be sent to the prospective bridegroom. 

A booklet, ''What Men Should Wear at Weddings," is sent 
out to those whose social position requires outfits sudi as this 
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stee features. The booklet has a cover of heavy White wadding 
paper with title embossed on the front It is tied at the back 
with white silk cord and tassds. A half-tone photograph of the 
shop interior appears on the second page, while six pages are 
devoted to a thorougji description of the proper forms and usages 



9tMr sir: 

Do rou know of any iBTottaont whloh.. will pay you 15^ 
VotT This portonal loiter to you tolls of ono and it* a aa op- 
portunity you ohottld not pats ujp. 

Piok oat any suit or panto pattern, inoludins blua 
flergea, in our tailoring department and we will aako up th» 
caraont for you AT 15^ SISCOUVT. 

Tott know the quality of the wocK turned but by our 
•uttor and tailors. "It*tf the Best By Test. " 

The host dressers wear "Hayer Hade" olothes, that** 
»hy you should take adrantago of this 15^ discount. 

Tou don't need your oheok hook or any oash whoa you 
»ant anything in the lino of men's and hoys* wear. 

Step into our store, any time, soloot what yoa want** 
Just say to the olerk "Plaoe That On Hy Aooount.* 

Very truly yours. 

MATZaSROd. 



Comwifed with the freceding letter is on6 sent wd hy^ another firm in a 
simtlar line^ No time is wasted in apdogies. The- first sentence un- 
pels attention^ for no man is too busy to read on and findjout aboid a 
M5% investment. Indead of stating thai prices range from **^^ and 
wip* — which means nothing—ihis letter gives a specific proposHunK Th^ 
reader is not offered credit provided he can bring in gtU edge references^ 
he is complimented by the assurance that he does not need a cheac booker 
cash, for purchases unU be charged vnthout question 

for the bridegroom and ushiers» followed by a page of timely 
suggestions as to the proper accessories for the ceremony and 
the trip. Occasionally it is possible to g^ the bridegroom to 
suggest this store as a proper, place for his attendants and ushers 
to secure their cravats, gloves and such other accessories as 
they may need. When this permission is secured, each atten* 
dant and usher is sent an engraved card which has space reserved 
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for the bridegroom's name, advising tiiem of the fact that the 
store had been commissioned to perform this service. 

It has been the experience of this store that a aeries of 
fetters is certain to produce business which would otherwise 
be distributed among several merchants, with the result that 
a uniformity of accessories at weddings, so essential to this 
most formal function, would be made impossible. 

Another merchant in a we st ern city keege a record of engage- 
ments and weddings and a fetter'is sent to the brides.^ ''The 
preparatibn of the home is the pcxnt where we meet on oonmion 



Bear Sir: 

Ton ar« tli« only ob« vIlo out solr* th« f ollowlfac prob- 
lem. W« ar« "stuBped. " We hars dons our best bat th« problea 
rsBalaii unaolrsd. 

Our on* torn tailoring dspartasat tttms oat "Blank Hade* 
aaltt, known aa olothot of rofinoaent. Vo bottor tuito aado. 
IrisBod and faaliionod faoltlatoly. looontlallr tho olothet of a 
soatloaan. 

Tho Problea; 

Iby bara we not had "the pleaaure of taking youk* of> der 
for a fall suit? Solre the problea for as, let us take your 
aeaaure today la order to have* your suit ready for oold weather. 



Tours lery truly, 

BLAIK BR0THIR8. V 



Thi$ kUer-'^worded at a **remtnder** — brought in many orders from 
reguhr customers 



ground.** This opening paragraph seldom fails to arouse an 
interest that assures the reading of the sales talk which follows. 
This firm also finds a successful trade puller in the. campaign 
directed each spring to the members of the graduating class 
calling attention to the Commencement Day needs that the 
store supplies. 

In a little Kansas town a jewder secures a list of all the 
invited guests to weddings, birdiday pcuties, anniversaries and 
other occasions which call for .the presenting of some g^ or 
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182 DEMONSTRATIONS IN THE HOME 

remembranoe. To each of these {letsons he mails a carefully 
prepared letter, pointmg out what is proper to give at this 
particular function, and calling attention to the wide variety of ar- 
ticles which may be procured at his store. He has been unusually 



Dear Madaa: 

Tho oilly thine that hat kept roa from huylnc a luazc 
VACUnV CUAIIR lone hoforo this it that yoa 4ra atill a little 
.in doubt aa to it* ralua — you still hesitate to helieTe that it' 
offers positiToly the higsest ralae that your nonoy eaa par- 
ohase, whioh means "purohasine satisfaotion. * 

There are a nuaher of ways in whioh we might onoe and 
for all time reaoTo your prejodioe, your douhts, your miegiT* 
Ings. We might point to the nine thousand or more satisfiad 
purchasers. We might show that the Magio Vanufaoturing Company 
is away behind orders. We mi^t show you in our salesroom how 
^uiokly and easily the oleaner does its work also proring to yom 
that it does not wear the finest ruge* oarpets or draperies. 

Bat we haTS a far hotter plan than any of thesa. 

Ton are to try the Vagio Vaouum Cleaner in your own 
home for two weeks— fifteen days— AT OUB RISK. 

'Simply sign the enolosed request and the KAOIC will ha 
deliTored to your home, ready for use. Then put it to a test As 
thorough— as soTore— as you wish. If it does not more than 
please and' sdtisfy yoa in oTory partioular, simply say so and 
we will remove it at oar expense and refund erery penny of your 
deposit. 

'Zf yoa are as thoroughly satisfied as the nine thousand 
others who hare purchased, you hare simply to continue making 
the small monthly payments. Could we possibly make a fairer or 
more liberal offer? Could any offer more clearly proTO our 
absolute faith in the Kagic Vacuum Cleanerf 

Accept this offer today. Simply sign the aaolossd 
blank, and mail now and the .cleaner will eome to you at onoa. 

Tours faithfully, 

ICAOIC 1IAHUTACTURIH& CO. 



H§r§ U a UUit from a merdumi toho i$ pushing an artids thai can bed 
h$ iM by having U demonstrated in the home. Without wasting worde 
the letter preeerUe argymsnie and a strong inducement. It goes straig^ 
to the point and carries conviction 
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MAKING CAPITAL OPT OF ''LOCATION^ 188 

successful with this scheme Becently he was able to secure the 
names of only twelve persons who were invited to one of the wed- 
dings in his town, but out of the twdve letters sent to these per- 
sons he made eleven sales. 

In Denver a custom tailor, doing a small business in three 
back rooms of an office building, decided that there was business 
in his part of the city which he should secuie. In his build* 
ing and in the immediate neighborhood there were located 
a laige number of professional men. To test out his plan, 
he selected from the city directoiy the names of forty phy- 
sidans who had offices near his shop. Form letters were got* 
ten out and the names and addresses were carefully filled in. 
The letters were mailed under two*cent postage and in every way 
made to look like personal communications. FVom the first 
letters the tailor received $450 worth of business. His trade has 
been very largely increased since with a series of follow-up letters^ 

A tailor in Chicago with a very poor location turned this fact 
into a selling argument by the use of letters in which he pointed 
out that he did not have to pay high rent, that he did his own cut- 
ting, that he had not.tied up a large amount of money in stock and 
fancy fixtures, that he sold from samples and in this way gave the 
customer a much larger selection, that all of this meant an enor- 
mous saving in money during the year, that he gave the benefit 
of this saving to customers; that instead of putting it into phite 
glass partitions, high priced putters and oriental rugs, he put it 
into the quality, and workmanship of his clothes. This same 
scheme has been very cleverly worked out by retail stores on 
side streets and in other poor locations. They have pointed 
out very dearly why goods bought on one of the main streets 
costimore than the same goods purchased at their stores, which 
are out of the high rent district. 

In Lincoln, Nebraska, a tailor has built up his business 
entirely by the use of carefully prepared personal letters, written 
on note size paper and given a quality tone throughout* These 
letters were usiedin a campaign for credit accounts. They 
pointed out how easy it was to establish a credit account at this 
stbre,'and once it was established, how satisfactory the customers 
would find the arrangement. 

In working up such a trade the letter was superior to 
any form of general publicity, for the tailor could restrict his 
campaign to those persons whom he knew to be good credit risks. 
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THE APPEAL TO ECONOMY 



Qptnmff 






DiMcHptlorf 



Strong 
argumtnt 



If rou want to r^duos your ie« bill aax* 
«ber« f roB Bt% to 35^— if Tou »«at to set fall r.o- 
frigoraior taIuo for oTory ouapo of loo ^ott buy->« 
tlLio is your opportunity^ 

Tho oott of liTiac it inoroMiag daily** 
•0 tbat tho hotttovif who would liko to .roduojO 
her household ezpoBses auat he oa tho alert for 
any new iaproToaenta that nean eooBonyV ■ Tou will 
find hy detual test that the new Arotio ^aael 
Bef iricerator will not he an ezpenee-;«hut an in- 
restaent that will he returned t.o you h6fore the 
end. of the euaaer. 

The aateriale need in the oonetruetion'of 
thifl refrigerator and the eeientif io prinoiples 
on whleh it ie designed nake for'eoonony and 
oonTonienoe.and it is at all tineS absolutely, 
eanitary. With ordinary oarf it will last « life* 
time— oaTing you noney oToryyear you use it« 

The Are tie is lined with white eooflMl 
throughout and is, absolutely air tight. It is 
inpossible for noisture to aeouaulate on the 
walls of the proTision.ohambers, on aooount of 
perfect drainage and dry air oireulation. |t ie 
easy to keep elean. no corners or angles for tho 
aeeuaulation of dirt. Tree circulation of dry 
air at all tines proTonts of f ensire odors or 
contaaination of foods. Tou can place ailk, .but« 
tor, eggs, cheese, fruit and Tegetables all in 
the saae compartaent without the least danger of 
dontanination. 

Hany of the largeet hotels in the oeun- 
try and nearly all the railroads hsTO adopted the 



Here is a strong, well-balanced letier to a local customer. It eonUUm 

This, merchant recently galyamsed his list of prospects by 
getting up SL clever scheme with an imitation telegraph blank. 
It was only a few weeks before Easter and for some reason the 
men ot the dty had been very slow in ordering their spring suits. 
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A STRONG SALES LETTER 
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Presentino 
proof 



JPtrtuoMion 



MaHno 
inducement 



PtovnptinQ 
action*. 



Eaayioorder 



Arctic sjttea of rcfrigcration—fand there is a 
reason for this. These hotels and these rail- 
roads are aanaged by hardheaded, shrewd business 
Ben--Ben who know. They found from exhaustire 
tests that this was the ji|ost satisfactory refrig- 
erator CTer put on the market. 

Hake up your mind that you will reduce 
your ice bills in the future. Make up your mind 
that hereafter you will keep your food in a sani* 
tary condition. This opportunity is yours^^it is 
within your easy reach. 

ton simply cannot afford not to laTesti- 
gate— when you can test this wonderful ref rigera* 
tor at our risk. Why not drop into our store and 
•xaalne the Arctic— you will not be iaportuned to 
buy. Or, better still, sign and mail the en- 
closed card to us promptly and te»t this refrlg* 
orator in your own home for ten. days. If you are 
not acre than eatisfied with it, if you do not 
find it more than we claim, simply notify us and 
we will call for it and the experience will not 
cost yott a penny. 

If this refrigerator were not right ; If 
it did not giro absolute satisfaction, surely 
we could not afford to make such an exceedingly 
liberal trial offer. We guarantee that it will 
be satisfactory to you and we will take tti» with 
you promptly any suggestions you may haTS to 
make regarding it, once you give it a test. 

la sending us the card you do not bind 
yourself to do business with us. sp mail it now 
before yoa lay this letter aside. 

Very truly yours • 



Ski^tuu^^^^^. 



aU of ths easerUial elemerUi^ logically and convincingly arranged 

In Older to impress upon them the closeness of Easter and the 
necessity of getting their orders in soon if they wished to secure 
their suits for this day, the tailor wrote a short note on tel^raph 
blaiiks, and had them delivered by one of his boys dressed 
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186 GETTING NAMES OF CHILDREN 



in a mcMengcf^i mutomu The Id^gmn wm a peaonal type-' 
wfitlMi note Wnidi Nads 



tell Am%: tMS Mt MUM (Ui avpoiaUMB^ tMp w«ttl(,io 
ordsr tiMt w Bay talM joar ■•asmra abA Iv^v* jomr Mii' fliOilMit 
Ur hk»fr 9maAM9» Hareh aniu 

r •••iMM «r« Mv i r a a iy for jour iastMiiioa* 

■•j«r Brofl« 



Tk$99 flMMUMit vn fin^ foMiitUtt tttflbw €WMiop$ wfv d§Uiv$pfd B|f a toy ^ 

w^ifofM tun hod 9t$fy opp$anMO$ cf a twa MtgntMm . Th$ w o wMq f ava 

atfinfioa aad ivmilM ta <Ae inimdiatt placing cf waiqr onlnv 

— — ^ • • -1.1 ^ — -I — 

A linoote department store at Cltfbtmas tinie gieaify aif^^ 
ttie receipts of its toy department by advertising in ttie news- 
papen that ''Santa Clans** would place a small riememtottice in 
each child's stocking left at the store before a certain dale. 
Wbeh the stocking was left, the chikl*s name and the name and 
address of its parents were secured. This was the basis for an 
excellent mailing list A few days before the date set iriien 
^'Santa Claus*' would hand out the stockingB» die chiklren re> 
ceived peiapnal letters from him» telling them that he feared it 
would be impossible for them to see all of Sie playthingsthe morn- 
ing they left the stocking on account of the crowd, Bjnd suggest- 
ing that they come again with their parents and show them just 
exactly what they wanted for Christmas. This scheme woriced 
very satisfactorily. The mothers were much delighted, and the 
happiness of the children can be imagined. 

One of the biggest advantages of the form letter 'a3 used on 
city customers is that it enables the retailer to select the pros- 
pective customers which are the most desirable. This becomes 
especially important when the retaOer has some particular offer 
to make, which might be made better in a confidential manner. 

Recently a laundry in Texas built up a mailing list of persons 
who were not then patrons of the laundry, but who would be 
desirable customers. New^>aper advertising had failed to 
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ATTRACnNQ TRADE DOWN THB BYWAYS IJT 

Dsar Vadaa 

This is oa« of tbote flt«r«s ai^ f roa tlM hlgli-'raiit 
district, that roft oooaaioaally nui aaress, Vhara roa c«t fall 
Talaa tor your sonar. 

Aftar you raad this lattar S vast yo« ta Tisit this 
stora*»hut doa't aspect to fiad it fittad «p with azpaaslTa fix- 
turas. solid aahocaay eountars and ^lahorata rast rooas. 

Ihaa you walk iato a stora and find thasa* 4ast stop a 
Biaufa and ask yoursolf the 4ueati«a, *lho pays for all of thosa 
oxpoasiTa thincsT* Ton will aot hara to ha told tha aaswor 

EaTlnc aaswarad tha ^ttostioa to ^our owa satisf aotioa* 
X waat you to taka iato ooasideratioa the fact that thara are 
only two Bemhers ia our oeaoera and that thty dOTota their eatira 
tiBo to the husiaess. The heads of departBoata help to wait oa 
the trade— ia faet. this stora is rua aloac aa aooaoaioal liaes 
as possihle aad the eaoraous sarias is girsa to our oustoaers ia 
tha low prices at whioh we sail our coeds. 

Ihea you cet a hargaia at our store— aad you get aaay 
if you trade with us**tall your friebds about it» let thea kaow 
4uet what you paid for it aad hare thea coapara its Talua with 
iSiailar purehaaes they hare aado ia the high*reat distriot. Aad 
%e iure to tell thea, too. that 2 put the Talua iato the goods 
last sad of iato high reats and high-priced fixtures. 

Make it a poiat to coaa aad see us the aezt afteracca 
you go out to ahop. Tou caa traasfer f roa aay liae to the Lia- 
cola street oar whioh stops at our door. Zt is hut a six aia- 
tttes* ride froa down towa— the extra tiae will he well speat; 
the ssTiag oa your purchases will psy the extra street car fare 
aaay tiaes OTor. 

Our aaaual Mid-Suaaar sale hegias aext Voaday aad 
prices will ha cut ia CTOry departaeat. At tha advert ised prices, 
tha hargaias will ha uausual. hut as a special iaduceaeat for 
you to Tisit the store Xoaday aoraiag we are aaclosiag a speoiia 
discouat card that will aatitle you to aa additioaal disccuat of 
tea per caat oa all purchases aade hefore 18 o'clock. 



▼cry truly. 



lAaa^ne.^-Jk 



Thdi letter wu wed wUh good remiU»bv a Jim of retailers w 
disadvantage in loeatimseveral Uocke from the ehopjpng center. R 
vae eigneavereonatty by one of the ffropnetore^ ae vjae the d%eeount eara 
which woe aeeigned to bring in new cutMhere ai the earns Hme^ Monday 
mormng, thai Uiey might be favorably impreeeed bf the crowd and eon- 
dvde that the etore wae reaOy a popular place to trade 
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188 > FREE lAliNPBY TICKETS 

feach thenu It was not wise to offa* a special inducement 
througjk the newspapers* for then it wouU attract unde- 
sirable prospects even more readily than good customers* 
A plan was finally hit upon whereby tihe laundry issued tickets* 
enclosed in tetters and addressed to a selected list of resi* 
dents* To demonstrate the superior quality of the work 
a ticket » good for the free lauiuiering of one shirt and two 
collars, or one shirtwaist, or one washable dress was enclosed 
with the leiter. Each ticket was numbered and stamped 
with the date the offer expired. This made an individual 
appeal which could not be overlooked by the recipient 

ABochesterpianodealerwasconvinced that the bestmethod 
he could adopt for selling high daas piano players was to make 
some kind of an <^er whereby the prospective customer could 
try the player in hisownhome. But he dkl notoare to makean 
offer of this kind to the general public through the news- 
papers, tot there were homes into which he would not 
care to send a piano player and others wouU ask for a trial with 
no intention of purchasing it. So he decided to make thb <^er 
throu^ letters to a, carefully prepared mailing-list of prospects 
to whom hecould safely idake an offer of a free trials 

To an these persons he mailed a letter filled withgood sales 
talk, emphasising tHe advantages of a piano player. Hits offer 
was aimed spedncally at business men, pomting out to them 
how mudi Measure and relaxation th^- could secure in the 
evening by having bk the house a piano which they couM day 
theinsdves. In the ktter was enclosed a typewritten form which 
the Recipient was asked to sign and mail in order to secure the 
free trial offer. The letter was so written that each recipient 
imagined this was a si>ecial offer made to him alone or at least 
to a very few persons. ' **This scheme.** testified the head <rf the 
company, ^* proved highly successfuL It seemed to appeal 
particularly to lawy^srs, doctors and business men.'* 

The po^bilities of letters hi drumming up local trade axe 
practically unlimited, apd these instances, dipped from the 
curr^t of eveiy day ezp^ence, show how they may be used in 
difieient lines of business. They are equally effective in huge 
cities and in country towns. They may 'cost more than some 
btiier forms of advertising but there is no wasted ammunition; 
every inducement is definitely aimed at a known prospect and 
frequently puUs trade that couU not be attracted by other meaos. 
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Keeping Customers "LINED UP" 
by Personal Letters 



PART X EXT^DING A STORE'S TRADB BY LETTER .CHAPTER « 

ir is not the new customer who builds up a store: 
it is the Steady Customer wh4) trades at {he old 
stand from year to year who makes a retail fctm- 
ness permanent. To hold one old custOTner is 
better than to get two new ones — better because ii 
is evidence of the svbstaniial worth of the store 
and of the **good will** which is the m^chomits 
capital. The eighteen methods of retaining 
patronage as described in this chapter have stood 
the test of actual— and successful—trial 

HOLDD^G one old customer is better than getting two 
new ones. Satisfied customers make up the merchant's 
good willr—ajQd are bis strongest advertisement He 
must secure new trade; but it is much more important thiit he 
hold his old patronage. 

Good value and service under ordinary circumstances will 
hold part of his established trade. But new stores are entering 
his field. New ideas of merchandising are introduced* Nepr 
schemes are worked out for winning trade. And as Competition 
increases, the retailer finds that he must give more than good sat* 
isf action and service. He finds he must adopt means of keeping 
in touch, with his customers-— of cementing their loyalty. 

There are many ties for binding customers to the store. One 
of the best is the use of letters — ^personal messages to the individ^^ 
ual from the house, the Jinanager and the clerk. 

The mailing list of customers is one of the merchant*9 
most valuable assets. In sending letters to these persons the 

Google 



189 

Digitized by 



100 KEEPING IN TOUCH WITH RECENT BUYERS 

rcUdler Is aatiired a hearing, for his customers are his friemb. 
Thej know what he has to offer; have confidence in him. 
Therefore fai getting up any land of a sales-letter campaign 
the retailer should ami to reach Ids. customers first; his 
prospective customers seoond4 

SCHBMS l-THANKINO NEW CUSTOMERS 

Letters that hold trade are usually letters announcing 
special and seasonable sales, letters of acknowledgment, let* 
lers. fontaining **store news** and letters to fit special 



HOLDING TRADE 
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TIPS BY *PHONa 



occasions that come up in the retailixig business. The 
effectiveness of these letters has been proved over and 
over again. The young married couple who have purchased a 
housekeeping outfit from the local furniture store are going 
to be favorably impressed when they receive from the- presi- 
dent of the store, a signed letter thanking them for their pur- 
chase, reminding them that if the goods do not prove satis* 
factory in every way, the proprietor wishes them to report it 
at onoe so the complaint can be immediately adjusted* 
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MONTHLY NEWS LETTERS TO CUSTOMERS 191 

Mis. Brown, who receiTes from her millmer a neat little Easter 
letter announcing the arrival of the latest spring hats, is not 
likely to make her purchase at a store where she is unknown. 

SCHEME 8-LBTTERS TO FORMER BUYERS 

The business man who has been buying his clothes from the 
tailor on Main street may decide to try out &at new fellow, 
Jones who has opened up an office in the next buildings but when 
he receives a letter from his old tailor, reminding him of the satis- 
faction which he has received there in the past, he concludes that 
he does not care to risk Jones. And thus throughout the whole 
retailing game letters may be used and are used for just such 
purposes as these — ^to attach customers to the store so firmly, 
to make the store's appeal so personal, to make each person £m1 
that he is getting such individual attention that a hfal clientele 
is built up, which competitora can not readily coax away. 

SCHEME a— MONTHLY **NEWS** LETTER 

A Fort Worth department store recognizing the desirability 
of keeping in close touch with its trade, aims to get a sales letter 
into the hands of every customer at least once a month. These 
lettera announce special sales, arrivals of new goods, dianges in 
store policy and items of '^store news'* of interest to the recipient 



THIS CARD CNTITLES MRS. 



TO THE SPECIAL SEVEN (7l PER CENT DISCOUNT ON 
ALL WHITE GOODS UNTIL SATURDAY AT 10 P. M. 



PROP. 



The ^ipedal discount* card was terii out toiih a penonal Mer to induet 

W9gvlar mutomen to vuit ths tlore for a special sals. Eachcard'ioas 

fitted in with ths name of a customer and signed by the proprietor 
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m ADVANCE INFOBMATION' ON SPECIAL SALES 

But to make the letter gi^ it must be buflt ttound some sates 
•dieme. It most offer lo the customer some land of an oppor- 
toni^ for profit; iome &ptdSe inducement to visit the store. 

ICHEIfK -6BNDINO PBOOFS or ADVERTISBBiENTS 

▲ scheme which has proved very successful is the advance 
•ale ^an» exploited by means of lettera. The {dan is to have 
• laige d^plaj newsp^Kr advertisement set Up just as it ui to run 
in m local newspapers on a certain date. As many ^proofii** 
of this advertisement are then struck off as there are names on 
the mailing list Hie proof is enclosed in a letter and mailed to 
tibe prospective customer. 

SCHBMS S-SBNIHNO ''BPBCIAL 8ALB** CARDS 

Hie letter calls the recqiient's attentbn to the proof of the 
advertisement* stating that this is the regular spring inventory 
safe, or whatever the safe may be, and points out that to afavored 
few of the store's old customers this proof is being sent, witha 
special sale card which entittes the purchaser to buy her goods 
at the reduced prices two days in advance of the opening of the 
safe. The advantage of the plan is pointed out. The recipient 
of the letter may secure whatever she wishes from unbroken lots. 
She avoids the rush of the safe itself but secures her goods at the 
bargain jnioes. The advantage to the merdiant is that it 
practicaiiy assures him of the success of his sale before it really 
opens. There is a psychological appeal in this opportunity A 
getting* in ahead of someone else and, if not over-worked, the 
plan is invariably a winner. 

SCHEME •-^•CONFIDENTIAL DISCOUNT* CARDS 

Another good scheme is to issue a confidential discount card to 
a selected number of names on a mailing list The plan is to call 
attention to your goods and then, by means of a confidential 
discount card, offer a special reduction to the recipient. This 
is spoken of in the letter as a confidential discount made to a 
favored few of the store's oki customers. To give it an additmnal 
penonal appeal the discount card is sometimes typewritten for 
each penon. In any case the name of the redpenl ol 
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PERSONAL MESSAGES FROM OUT OF TOWN 193 

the special discount b filled in on the card in pen and 
ink and signed personally by the proprietor or presi* 
dent of the store. This gives an individual touch to the 
offer which convinces the recipient that he is 'actually 
one of a favored few who are to profit by the special 
discount. Such recognition certainly tightens the hold the 
itore has on the customer. 

SCHEME T-CHATTY LETTER -FROM OUT OF TOWN 

A dealer in men's furnishing goods in a small Minnesota city 
naiefuUy studies the men who are leaders in the different social 



Dtftr Beis : 

Bar* been haring a creat tine this week—looking at 
I stocks and samples all the forenoon and to a theatre or aa\;isement 
pazic In the erenlng. Wish you had been with ae today. The Cubs 
•hut out Vew York, 2 to 0. Brown held *ea down to four hits. It 
was some ball game. I want to tell you. 

I*B feeling in high feathers tonight for I* re bought 
'the swellest line of shirts and ties you erer saw. They have 
certainly got out some novel lines this fall. Kaybe I made a 
mistake in going in too heavy, but it looks to me as if the stuff 
vas so good it would sell itself— all I'll have to do will be to 
vrap It up flmd make change. I'll tip you off as ^oon as the 
mew ties get in so you can pick out what you want before they go 
on sale. 

Will be home Saturday night--and glad to get there. 
9hi8 pace is too swift for more than a few days at a time. Say. 
Boss. yoM ought to come in a few days before Desplaines Park 
closes. They hare got some great shows there this year. 



Tours truly and tired. 



iVhenever one Minnesota haberdasher comes to Chicago to buy goods he 
writes letters similar to this to the men who set the siyles in his town. 
The letters are written on hotel stationery and the recipients are pleased 
that the merchant shovJd take time to drop them a line^ and the pppor^ 
tunity to look over the new ties before they are offered to the public is a bit 
of stibtle flattery that keeps customers in line 

circles, churches, lodges, and in a business way. Then he 
centers his attention on them. He wants their trade; he 
wants the trade that will follow them. 



Digitized by VjOOQIC 



l»i SCHEMES FOR GETTING CREDIT ACCOUNTS 

Whenever he goes loto Chicago to stock up he 6nds 
tune to write a personal letter to each one of the men — the bust- 
ness talk is not conspicuous and probably carries ni<»e weight 
becattM of it 

SCHBMB S-CRBOrr APPUCATION BLANKS 

In the larger cities the retail stores make a persist* 
tsA effort to estabhsh charge accounts among persons 
who are financially responsible. Experience has proved 
to the retailer's satisfaction that where a person has 
a chai(ge account he will trade more steadily. He will, 
moreover, buy more goods, month m and month out, than 
if he had to hand over the money for each purchase. 
Consequently, letters soliciting charge accounts, constitute one 
of the most important kmd of letters sent out to the cus- 
tomers. FVom the dehvery and C O. D. slips, mailing 
lists are made up of persons who would mal^ desirable 
credit customers. These persons are written iuid a credit 
application blank enclosed. 

SCHBMB g-PERSONAL NOTB TO A SMALL LIST 

Last fall a Chicago department store started a campaign on 
school teachers of the ci^, concluding that as a whole these 
women constitute a very desirable credit dientele. Letters were 
so carefully prepared and filled in that each message looked like 
a personal commumcation. They were printed on heavy note 
size letterheads and folded once, so that they could be enclosed 
in square baronial envelopes^ At every point they were given 
the touch of quality. The results were so satisfactory that the 
same campaign has been duphcated this year on a much larger 
scale, and special letters are now sent out to nurses and other 
women wage-earners as well as to teachers. 
^___^^^__^ ■ ~ ■ ■ ■- — — - 

SCHEME 10~PERSONAL TIPS FROM CLERKS 

In a big store it is often difficult to secure that personal 
appeal which is often the most pleasing feature of the small shop. 
In order to overcome this disadvantage, many large departmenti 
atoires send out letters over their clerks' sigiu^Uires. Each clerkj 
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18 encouraged to build up an individual following — customers of 
the store whom he frequently waits on and who know him oer- 
Bonallj* Then when a particular department has an announce- 
ment to make» instead of making it as a big corporation» eaich 
clerk signs a certain number of letters, suggesting that when the 
recipients come to the store at the time of this aglIc* they call <m 
him# and he will personally see that they are given individual 
attention. 

SCHEME 11— THE LURE OP A BLANK CHECK 

A merchant in one of the live western cities sent to his cus« 
tomers plain sealed envelopes which immediately challenged the 
curiosity by the inscription* above the address, ''Fill in the 



Star Mr. Bawkins : 

You ean fill in this check yourself • and we will ea« 
dorse It for any amount. 

In other words, we have not gone to the expense of 
aarklns down pricee on fall goods in the usual way this year. 
A new plan has been adopted to sIto you the benefit of re« 
duoed prices. 

Simply bring with you to our store the blank check. 
Buy whaterer you want and we will endoree the check for one- 
fourth of the amount of your purchase. 

yill In the eheok yourself. 

Very sincerely yours. 

BLAA CLOTBIVO COXPAVT. 



A bank ehsck was enclosed in this leUer-^Hi unt^ feature that eompdkd 
a reading of the correspondence that aeeompanied it 



Check Yourself.'* As the letter was unfokled it was found 
to contain a regular lithographed check; the line for the 
amount was blank. No one was too busy to throw aside 
the letter without reading its message which was short and 
to the point 
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No one is immune from flattery — if it is not too obvious. 
People like special attention; like to feel that they are given, 
individual notice — that they are differentiated from "the 
crowd." The shrewd merchant brings the personal letter to 
bear on those whose trade he is especially ^nxious to hold. 

SCHEME 12— USE OF "COMPLAINT POSTALS' 

The new school of merchandising does not look upon a 
sale as over with just as soon as the purchase price is rung up. 
The transaction must follow the customer home and make sure 
that the goods are giving satisfaction. Progressive clothiers 
now follow up the sale of suits and overcoats, especially those 
that were altered before being delivered. Letters are sent out 
two or three days after a purchase is made, asking whether the 
goods are entirely satisfactory and, if not, to make a complaint 
on an enclosed postal card so that the suit or coat may be sent 
for at once for further alterations or money refunded. A store 
that carries a good stock of merchandise and operates on this 
broad-gauge policy has no trouble in holding its trade. A 



IT IS OUR AIM TO GIVE YOU YOUR MONEY'S WORTH 
OR MORE, BUT NEVER LESS 

'Y^OU favored us with a 'purchase a short time ago and we 
•* heg to inquire now if you are thoroughly satisfied with 
it? If you are, it tuill afford us a great deal of pleasure to know 
Hiis on the attached card. And should you have any cause to 
complain^ kindly use this same m^ans to tell us, then we will 
try to adjust the matter to your entire satisfaction, so you^ like 
hundreds of others, will not only trade here yourself, but vnU 
feel glad to commend its and our merchandise to others. 

CLOTHES SHOP 

JOH>r DOR, MANAGER 

(Address.) 



This card is sent out bit a Pennsylvania clothier several days after a 

is urged to enter oomplaint on the return postal if the purcfutse is not 

adjust complaints makes regular customers of chance 
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chance purchaser is converted into a regular customer by a 
solicitous letter asking for an opportunity to adjust at once 
anything that b not entirely satisfactory. A two-cent stamp, a 
postal card and a letter often hold a customer where no direct 
advertising would increase his loyalty towards the store. 

SCHEME IS— CIRCULARIZING CREDIT CUSTOMERS 

The sales made to credit customers are very easy to check, 
and this check affords the store an opportunity of drumming up 
many customers who have not recently purchased. This is 
sometimes done by the store, but it is much better to have the 
clerk write the letter. The average retail house writing a credit 
customer, who has not purchased for some time, usually opens its 
letter with some such impersonal phrase as, **In consulting our 
records,Ve find that we have not recetived an order from you for 
some time." This is an undiplonuitic attitude for the retailer 
to take, for it impresses the recipien of the letter with the fact 
that she is>merely an "account,*' and that there is really no per* 
sonal interest taken in her except as her purchases are shown on 



Clothes Shop 

CADDRESS) 

Regarding my purchase of^ 
I wish to say that 



Name, 
Street^ 
CUy^ 



purchase has been made to know if it is satisfactory. The customer 
vrovmg saMaetory. This solicitation on the part of the merchant to 
huyers and keeps the old customers in line * 
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the lecorcb. It is much belter fcMr a derk to write the customer 
a letter opening* with some such phrase as» **I trust you wiO 
pardon the liberty I am takings Sirs. Jones, but this morning I 
was talking with our department numager» and I told him that I 
had not ae&i vou in the store for a long time, and wondered if 
something had happened to mar the pleasant relations which this 
store has always had with you/' lliis can be done very diplo- 
matically where clerks become acquainted with the customers. 

SCHEMB 14-P6STALS WRITTEN BT SALBSMBN 

Some of the stores provide their clerks with ordinary postal 
cards. Then when a sale is scheduled, the derk is instructed 
to write hurriedly in pencil or in ink to her customers, telling 
them of the sale that is scheduled and urging them to get to the 
store early before the choicest goods have been sold.. TRien the 
customer receives this very personal commuiucation, ad- 
dressed, written and signed by the clerk, she is sure to 
attend the sale if she is interested. The customer feeb flat- 
tered by the attention of the clerk. 

SCHEME 19-TIPPINO OFF SHOPPERS BY PHON^ 

The impression that b made on customers by this personal 
attention from derks is typified in one actusd instance. A 
young married woman was showing about town a friend who had 
just moved into the city. Taking her friend into one of the 
larger department stores she introduced her to seven different 
clerks, in as many different departments. ** I want you to know 

Miss ," the city woman said, "so you can notify her about 

sales as you do me.*' Now, whenever there is a special sale in 

which these clerks believe Miss would be interested, they 

write her a postal card, calling her attention to the sale in ad* 
vance, sometimes stating they have laid a piece of goods aside 
whidi they have received permission to hold until a certain 
hour. This letter appeal is often varied by the derks calling up 
their customers on the tdephone. 

SCHEME 19-INFORMATION FROM ABROAD 

A Denver store, catering to the better class of trade, has a 
letter from its Paris rerpesentative mailed to each lady on a 
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selected list. These letters are sent out just previous to the 
opening of the spring and fall seasons and give advance informa- 
tion on the styles. Opportunity is of course taken to bring in 
incidentally that the purchases in Europe have been unusually 
heavy and that the stock will be most complete. 

The people receiving such letters are not likely to go ebe- 
where — at least until after they have examined the line at the 
store which goes out of its way to show an interest in them. In 
the largest city and in the smallest town people prefer to go where 
they feel at home — where they feel they are especially welcome — 
and the clear-sighted merchant takes this fact into account and 
uses the letter to keep in touch with his customers. 

SCHEME 17-<;00PERATING WITH MANUFACTURER 

As manufacturers are advertising and trademarking their 
goods more and more each year* the retailer must take steps to 
hold his customers by taking advantage of this advertising by 
cooperating with the manufacturers whose goods he handles. 
This is done by sending out letters to his customers furnished 
by the advertising department of the manufacturers, and also 
mailing announcements and sales letters on his own initiative,, 
which stamp his store as a place where the nationally advertised 
goods may be secured. But his letter efforts must not stop here. 

In every community persons are constantly answering 
advertisements. The inquiries are usually referred by the adver- 
tiser to the dealer. It is up to him to get after the interested 
person with a letter which will pull him to the store, for one ar- 
ticle purchased of a competitor may lead to the. loss of all his 
business. Consequently, the dealer to whom has been referred 
an inquiry in regard to ^ camera, immediately fellows up 
the inquirer with a personal letter, notifying him that he has a 
full line of cameras, that he would particularly like to show one 
of this particular make which he has used continually for the 
the past seven years, and so on. 

There are many angles from which the retailer can work, and 
while letters may be wasted because they are untimely, poorly 
written or carelessly handled, the fact remains that a letter which 
costs him three cents may prove the means of turning an oc- 
casional buyer into a steady customer. 
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HowTo Extend STORE TRADE 
Into The Country 

PART X KCrBNDINO A STORB'ST&ADB BY LETTER CHAPTER a 

TBDB SMALL shop-keeper is learning a lesson 
from ihe mail-order nouse and is no longer limited 
to the local market; he is extending his trade into 
the neighboring towns — by correspondence. Here 
are TEN SCHEMES hy which successful store- 
keepers have extended their field oj operations by 
ihe use oj ihe mmls — schemes thai have stood ihe 
test of trial and which may be applied by any 
retailer in ihe cUy or country who wants to in- 
crease his volume of trade by winning customers 
who are ordinarily beyond Jtts reach 

THE trade of a retailer is not oeoessarily limited to the 
business that he does over the counter with his local 
customers. 9irewd merchants are learning a lesson bom 
the large mail-order houses and are proving adept at the same 
game; they are extending their trade far into the surrounding 
coun^ — ^twenty miles, sometimes as far as 200 miles. Distance 
seems to lend enchantment to the '"bargains*' which catalogue 
houses offer and the convenience of buying by mail wins many 
an order even when prices are no lower than '"in town." 

The most familiar method of winning out of town trade is 
for merchants to unite at the time of a fair, a carnival, a harvest 
home or some such special occasion, and conduct sales that will 
attract buyers from a distance. The next step is when the 
merchants pool their interests and support a weeidy or monthly 
excursion. Usually such cooperation is hard to maintain and 
some progressive merchant, tired of trying to keep his compet- 
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itors lined up, breaks away and boldly advertises that on certain 
days he will refund the railroad fare when purchases amount to a 
specified sum* 

SCHEME 1— REDEEMABLE RAILROAD CHECKS 

This scheme is worked out with extraordinary success by 
the S. Heyman Company of Oshkosh, Wisconsin. There are 
several interurbans running out of Oshkosh and once a month 
the company charters special cars, different days for different 
lines. Round trip rates as high as forty and fifty cents are cut 
to ten cents to all who desire jbo take advantage of the low price. 
The passenger pays his dime to the conductor and is given a 
check which may be presented at the Heyman store and ex- 
changed for the return ticket This necessitates every one's 
going into the store but it is not necessary to make even a small 
purchase to secure the return ticket At all times railroad fare 
of fifty cents or less is refunded on purchases of five dollars and 
this offer holds good on these special excursions* 

The interurban cars stop in front of the store making it the 
most convenient place for the visitors to shop, but the advertising 
department busies itself before these excursions to whet the 
appetite of the people for the baigains which are offered. The 
territOTy along the interurban is Uterally flooded with circulars 
describing seasonable goods and makuig special prices as trade 
pullers. ^ 

The first excursion brought many people who had never before 
been near the Heyman store. The novelty of the idea appealed 
to them and the low rate was a pocket-book inducement that 
filled the excursion ears to the doors* The majority bought 
goods at the store but the management did not care so much for 
his first day's sales as in making a good impression upon the 
visitors; every courtesy was shown them; every accommodation 
provided and every effort put forth to impress the strangers with 
the absolute reliability of the establishment 

SCHEME ^-MONTHLY ••EXCURSIONS" FROM NEIGHBORING TOWNS 

The experiment proved so successful that the monthly excur^ 
«ions are established eventau Hundreds of people plan to take 
these trips regularly and many of them come in between excur* 
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sioDS or send by mail for goods. The publicity department 
kccp^ up a rapid fire of advertising, sending to everyone on the 
mailing list bulletins, circulars, special prices and an elaborate 
store paper that is issued once a month. 

The development of a strictly mail-order business was the 
next step in the extension of trade. The company realized fully 
that to pull trade through the mails it must first of all inspire 
confidence, so on all its advertising matter, in its letters 
acknowledgments, packages — everywhere, the guarantee was 
emphasised: *^o string tied to our guarantee of satis- 
faction. It means just what it says — satisfaction or money 
refunded."* 

And it is continually impressed upon the minds of the clerks 
and order filleis that thb guarantee means just what it says and 
that the interests of the customers must come first A merchant 
appealing to local trade can use whirlwind methods, for pros- 
pective customers can see the goods and size up tlie establishment 
before they part with their money; but in going after a mail-order 
business such poUcies only serve to create suspicion. Steady, 

rbtent advertising and careful attention to requests 
samples and in filling orders alone will establish that 
feeling of confidence which will induce a man to mail 
in his order and trust to the store to give him square 
treatment. 

SCHEME S-DISCOUNTS AS REWARDS FOR PROSPECTS' NAMES 

These excursk>n customers gave many names for a mail-order 
campaign but the company determined to extend its activities 
beyond the interurban zone. Loeol newspapers were carefully 
read and names copied and teachers were asked to send in 
addresses of possible customers and to compensate them ior 
their trouble, each teacher sending in a list was given a card 
entitling her to a special discount of ten per cent on aU 
purchases. 

With a live Ibt to work from, letters were sent out explaining 
the store's method of doing business and urging the ladies to 
send for samples of anything in the dress goods line that thqr 
desired. A return postal card was enclosed, for one of the 
secrets of mail-order success is to make it easy to get samples 
and prices and easy to place orders. The point is emphasused 
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that if the samples are not the kind wanted it will be a pleasure 
to send others. 

SCHEME 4-PAYINO EZPRBSSAOE 

Customers and prospects are followed up at regular intervals 
with catalogues, booklets, circulars and. other printed matter 
explaining Uie advantages of mail-order buying. The skeptical 
lire given special treatment in the form of testimonials from satis* 
fied customers and everywhere the guarantee is fluttered before 
them. The compan/s offer to pay fi^ight or express charges 
to points within two hundred miles on aU purchases of five dol- 
lars or over is likewise kept in the foreground. 

SCHEME g-A MONTHLY NEWSPAPER 

The Heyman Herald goes out every month to all the names 
on the mailing list It is printed in regular newspaper form — a 
seven-column four-page paper with half the space devoted to 
display advertising. The paper is much more than a price list 
or bulletin; it iresembles a woman's magazine with articles on 
fashions, new ideas in neckwear, hosiery and novelties and a 
department of practical '"Household Hints.'' Regular news- 
paper headings are used and the paper is made so attractive that 
it is widely read. The judicious mixture of fashion hints and 
store news assures a reading that would not be g^ven to any 
formal advertising' matter. 

_... . ^^ 

SCHEME g— MAIL ORDERS FILLED BY "SHOPPERS" 

When a mail order is received it is given to a ''shopper" who 
goes through the store and makes purchases for it just the samd 
as if she were buying for herself and these shoppers are under 
strict orders to look after the interests of the distant customers 
just as carefully as they can. For the cue has been taken from 
the older mail-order houses that satisfaction is the only basis on 
which an out-of-town business can be built. 

And so studiously have these policies been carried out that 
the Heyman company now numbers its mail-order cus- 
tomers by the thousands. There is no advantage to this 
store in the way of k)cation, transportation facilities and tribu- 
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taiy territory that is not possessed by hundreds of other stores 
all over the country. There is nothing original or mysterious 
about its methods but it applies certain principles of merchan- 
dbing in a way (hat should prove a blazed trail for others who 
wish to extend their trade into new territory. 

In small communities a merchant biows his customers 
personally, but as soon as the town grows into a city- it is prac- 
tically impossible for the busy retailer to keep in touch wiUi aO 
his trade and it is much harder to hold the country patrons loy^ 
ally to a stpre. Uhkr & Iliillips of Marion, Omo» hit iqion a 
scheme that worked out with gratifying results* 

SCHBMB T-HOCSB-TO-HOOSE CALLS 

A June sale was in preparation and great four-page circulars 
were issued, advertbing its best bargains. A number of the 
young men employed as salesmen in the store divided the farm* 
ing country surrounding the city into sections, and with supplies 
of the sale circulars proceeded to cover the territoiy by house-to- 
house calls. They did not stop merely to leave the advertising 
matter— instead they made it clear in each instance that their 
trip through the country was conducted for the special purpose 
of getting into closer touch with their rural patrons, and assure 
them of Sie earnest desire of the firm to serve their needs. 

Hundreds of farm houses were visited. At each home the 
salesman endeavored to meet the lady of the house personally, 
speaking briefly and courteously of the merits, of the store and 
emphasizing the opportunities which the current sale afforded. 
He also made it a point to obtain the lad/s name. 

Many of the women called on, flattered and interested by 
the personal invitation, responded immediately, but in order to 
get the full benefit of the canvass and again impress the list of 
prospecb with the store's interest in thdr trade, a novel follow-up 
was used. 

SCHEME 8— PERSONAL LETTERS FROM SALESMEN 

A week after the personal solicitations were made, a special 
letter bearing in the upper left hand comer, under the stoie 
name, a half-tone picture of the young man who called at 
her house, was mailed to every lady. The letter itself was 
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written in a chatty style, beginning ''Dear Madam: When I 

look the liberty of calling at your home the other day ** 

and was signed in facsimile by the salesman. It called back to 
her mind the four-page circular left at her house, asked her to 
glance over it again and invited her to, buy of him personally 
riiould she come in. Incidentally it told how successfully the 
sale was going in the store. 

•These letters, supplementing the persona! calls, made sales. 
And best of all they made the recipient feel that she could come 
to the store and trade with a person whom she knew personally 
even thou^ she had never been inside the store before. A 
campaign of this kind should prove equally effective in the 
solicitation of general trade, and an occasional repetition of 
such trips through the country by clerks would doubtless draw 
any store into closer touch with the rural population than it 
could ever attain through the ordinary mediums of publicity. 

SCHEME 0— ADVERTISING "BULLETINS" 

The Brandies store of Omaha, Nebraska, has demon- 
strated the possibilities of developing a mail-order business in 
connection with its retail trade and its experience emphasizes 
the necessity for going slow; gradually establishing confidence. 
These stores depend largely upon special circulars, bulletins and 
samples rather than catalogues. A few items only appear on a 
bulletin but they are described fully and the price is played up. 
The guarantee is made prominent by italics, and attention is 
called to the individual service which all mail-ojder cus- 
tomers receive; a trained shopper selecting every item. 

Prompt, courteous attention to the first order creates a more 
favorable impression than a bulky catalogue. In fact, a large 
catalogue has frequently been disastrous to a budding mail- 
order business. The expense to issue is so great that the 
patronage does not justify the cost. The catalogue should be 
a matter of growth, keepmg a little ahead of the business but 
never far in advance. 

Personal letters must form the principal medium for develop- 
ing a mail-order business— carefully wntten letters that answer 
every inquiry fully, for the customer is more critical in his 
first few dealings with a house than he is after it has long been 
established and enjoys a good reputatioD. The handling of 
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complaints calls for special consideration for the good will of liie 
customer OHist be preserved at any cost 

SCHE&IB KWTHE MAIUNG LIST 

I '■ 

The nudeiis for an out-of-town mailing list can be secured 
from the transfer desk, the shipping clerk and the alteration de- 
partment Local newspapers and county directories will supply 
names of possible buyers, and satisfied customers are nearly 
always willing to give the names of friends who might be inter* 
ested. The list must be kept up to date to prevent wasting 
ammunition, and eveiy letter and circular should bear this 
inscription: 

POSTMASTER: If this pAckage is not delivered, 
notify us, and postage will be provided for its 
return. 

When such notices appear on an envelope the postmaster 
is required to send notice of non-deliveiy and this enables the 
store to drop from the list all names that are no longer alive. 

With the first letter, call attention to the sample department 
and enclose a postal card to facilitate the sending for samples. 
A woman may not know the house but she will trust her judgment 
on goods that she can see and so free samples are the quickest 
surest means of establishing confidence. Illustrations are good 
but they do not possess half the order-pulling power of samples. 

The guarantee cannot be made too strong and the offer to 
refund money for unsatisfactory goods should appear in every 
letter and bulletin. Experience bias shown that people seldom 
order merchandise by mail unless they really want it and if the 
goods are returned it is usually because there is something wrong 
¥^ith them — and the merchant should be thankful for the oppor- 
tunity of making them right and thereby tightening his hoM on 
the customer instead of losing it altogether. 

It is a good policy to prepay all express or freight charges on all 
purchases over five dollars. Some concerns limit the territory 
in which they pay transportation, but as a matter of fact over 
ninety per cent of the orders received will be within a com- 
paratively small radius and the occasional extra freight bill may 
well be charged up t* advertising, for it makes a very effective 
talking point to advertise that all five dollar purchased are de* 
tivered, no matter where 6ie customer lives. 
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Single sheet circulais should be sent out at intervals of about 
a month and after four or five of these have been used it is then 
time to launch the first bargain bulletin, a 17 x 2!2 sheet printed 
on both sides. The first page should contain a few striking 
illustrations, preferably of dresses, suits or cloaks attractively 
priced. The guarantee and the offer to prepay express charges 
shouTd be conspicuously printed and possiMy a brief statement 
regarding the policies of die store. Tlie following pages should 
be filled with bargains; each item fully described and priced. 
All statements should be conservative for Madam will likely 
preserve the bulletin and see whether the goods come up to the 
advance notices and if they do not, no amount of advertising 
will win her back. 

The first bulletin will just about pay for itself but no more — 
mail-order buying is a matter of education and not over four 
bulletins should be sent out the first year. By that time they 
should be pulling well and may be mailed out every month; while 
circulars should 4>e sent out twice as often. After the trail is so 
well beaten that it can be easily followed, it is time enough to 
think of a more ambitious catalogue. 

The business is to be had and any retailer can pull trade 
through the mail. The big mail-order houses in the city have no 
patent or secret formula for handling this business; the same 
methods can be applied and are being applied by merchants in 
smaller cities. The counter can be projected through the maU 
bag and every class of merchandise from needles and pins to 
lumber and coal can be sold at retafl through the maiL 
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Letters That Attract Out-of- 

Town Customers 

PART X EXTENDING A STORE'S TRADE BY LETTER CHAPTER 48 

THE rapid development of the great mail-order 
hxruses and city department stores attest this fact: 
the small store-keeper^ especially the dealer in 
the small city and town^ is not getting his share 
of the local trade. Customers naturally trade 
where they get the best service with the least 
effort. Here are twelve schemes by which small 
storC'keepers have attracted by letters out-oftoum 
customers who had been dealing elsewhere 

AMONG farmers and occasional city visitors there is a 
strong tendency to return to the store where they have 
previously traded. The stranger hesitates about going 
to an unknown store. Although he may have traded at a 
store only once, he feels more at home there than at a place which 
he has never visited, and so the average customer has **his" or 
•*her" store. And the habit grows on a customer for two 
reasons: he is not convinced that he can do as well or better 
somewhere else, and he is not offered special inducements 
strong enough to pull him into the other stores. 

The personal letter is the one available force which will over- 
come this inertia most easily. The confidential message which 
enters the customer's own home has far more effect than the gen- 
eral advertisement, and it immediately establishes confidence — a 
conviction that this store selb satisfaction as well as merchandise. 
With this feeling established, the good retail letter writer 
aims to put a real, live inducement into his message, which will 
draw the prospective customer into his store. And inasmuch as 
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everyone is looking for fhat little additional ounce of value or 
service* the inducement — ^the scheme behind the letter — ia what 
finally persuades the out-of-town buyer, 

' — — - -- ■ — -- ■ 

SCHEBIE 1— HITCHING COUPONS IN EXCHANGE F OR TRADE 

A Pennsylvania town was losing much of the country business 
because no adequate accommodations were provided for the 
farmers* teams or even for the farmers themselves when they 
came to the city to trade. As a result they were enticed to other 
towns where good accommodations were afforded. But there 
was one retailer who realized the importance of the farmers' 
trade and he took steps to provide the accommodations which 
were lacking. Consulting tiie manager of .the most centrally 
located livery in town, the retailer made an agreement to redeem 
^'standing-in coupons/' which he would issue to certain farmers 
on his mailing list. These coupons which entitled the holders to 
free standing-in privileges for one horse one time at the largest 
livery in the city were mailed to farmers with a personal letter 
explaining the use of the coupon. The only stipulation was that 
the hoMer should purchase goods to the amount of $1.00 at this 
store. The coupon further stated that the store guaranteed 
satisfaction or money refunded. Each coupon was stamped 
with a serial numb^» so that each recipient felt that he was 
receiving this coupon together with a favored few. In order to 
make the coupon good at the livery, one of the clerks stamped it 
to show that the hoMer of this coupon had purchased the speci- 
fied amount of goods. 

SCHE ME >-FREB UVERY ACCOMMODATIONS 

As a lestdt of this letter campaign many farmers, who had 
been going to other towns to trade, were induced to return to this 
dty. A retailer, in another city, has varied this scheme by 
saying in his letters to fanners, **You will have no more trouble 
about hitching when you come to town. Use the standing-in 
ticket we are enclosing, absolutely free« with our compliments. 
Come into our store and get another one to use the next time you 
are in town. This offer of giving free standing-in tickets is 
entirely original with us. We realize the trouble farmers have 
had in the past in this respect and have decided to furnish stand- 
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»10 GIFTS AS CUSTOMER-GETTERS 

ing-in tickets to leading farmeis absolutely free. No other store 
has been so enterprising — no other store has ever been so 
UberaL'* 

This retailer further strengthened his scheme by removing 
from the mind of the prospect any idea that there was a trick 
behind his offer. He said in hb letter, '"There are absolutely 
no strings to this offer. The enclosed ticket entitles you to one 
standing-in at The Central stable, whether you trade with us or 
not*^ He then went on to say, however, that there was no 
reason why the recipient should not trade with him, and showed 
in his letters how it would be to his advantage. By making 
special agreements with their liverymen, both of these retailers 
were able to secure rates, so that each redeemed coupon cost less 
than ten cents. The increased returns in purchases more than 
justified the small outlay. 

SCHBlfS 9— PARCEL ROOM FOR CUSTOMERS 

Anothefr public service scheme which has attracted country 
business b the notifying of farmers with letters of the fact that the 
retailer has opened up a parcel checking room, in which the cus-> 
tomer may check all her bundles and packages free of charge. 
This scheme is made more effective and given more of 
an exclusive feature by enclosing with each letter a card, 
entitling the recipient to this service free of chaige when the 
ticket b presented. 


SCHEMfi 4-OFFBRS OF GIFTS FOR PATRONAGE 

In a somewhat similar way a California retailer increased hb 
business among newcomers and persons whom he had never 
sold. In order to build up a mailing Ibt of possible customers 
in the territory around his town, he prepared a letter aimed 
particularly at farmers and ranchers. In thb letter he enclosed 
a coupon, which entitled the holder to a whip, free of charge, if 
presented at hb store within a certain number of days. The 
whips were of good quality, secured at a low price in large 
numbers, and a gummed sticker pasted on the handle kept the 
dealer's name and address before the user. 

The offer was given an individual touch by inserting the name 
of the pros ect in ink on each card. Tlie letter, which accom- 
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panied the coupon, stated plainly that in calling for the free whip 
the prospect placed himself under no obligation to make any 
purchase. The retailer pointed out that he simply wished to get 
acquainted with the recipient and would be pleased to have hun 
call the first time he was in town. This same scheme has proved 
successful with many different kinds of premiums. It works 
even more successfully with women than with men. Some re- 
tailers, in their letters to farmers, state that with each purchase 
over a certain amount, a basket would be given away free of 
charge. With an ordinary stenciling outfit and stencil, the name 
and address of the customer is sometimes put on each basket. 
Few farmers and ranchers have enough baskets on the farm, and 
this appeal has always been effective. 

SCHEME ff— TICKETS TO MOTION PICTURE SHOWS 

There is no question about the hold moving pictures have 
on the public — especially on the farmers, for their opportunities 
for seeing them are naturally Umited. A progressive retailer in 
a Wisconsin city made arrangements with the proprietor of a 
nickleodeon, near his store, to honor tickets Saturday afternoons 
and change the pictures every half hour. The merchant then 
. addressed a letter to all the farmers' wives on his mailing fist. 
He figured that the farmer receives a great deal more mail than 
his wife and a letter to her would be more carefully read — ^and 
then it is the women who do most of the trading. His proposi- 
tion was to give a free ticket td the nickleodeon with every dollar 
purchase. As values were about the same at the different 
stores, this proved a strong trade builder, for a half hour with 
the moving pictures gave the farmer's wife a place to rest and be 
entertained at the same time; it added a Httle color to the week's 
routine. The household necessities in many cases amounted to 
enough every Saturday to provide tickets for an entire family. 

SCHEME 6— STORE DIAGRAMS ON LETTERS 

The retailer who understands the farmer trade goes out of his 
way to make it easy to shop. Large signs, easily read, and 
plainly marked price tags play an important part in making the 
farmer feel at home — he likes to find his way about wiQiout 
stopping to make inquiries. Appreciating this an Iowa mer- 
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chant with a large store occupying two floors and a basement, 
has a floor plan printed on the back of the letters that he sends 
out. The location of each department is plainly indicated and 
lists of every-day necessities are printed along one side and key 
numbers make it easy to locate them. The practical value of 
this scheme was shown the first Saturday after sending out 
letters containing the store diagrams, as many new faces were 
seen among the regular customers. Both men and women 
brought in these floor plans, found their way from one department 
to another and checked off their purchases from the printed list. 

SCHEME 7— GIVING AWAY CAR FARE FOR TRADE 

An Indiana store planned a big "excursion day special sale." 
This fact was announced broadly in the newspapers that 
with the purchase of a certain amount the customer would 
receive a refund of his car fare. This plan was made especially 
attractive when the retailer followed up his newspaper campaign 
with letters ''filled in" and addressed to customers on h^ 
mailing Hst. The letter called attention to newspaper announce- 
ments of the sale and to a facsimile railroad ticket which was 
enclosed. The ticket was not good for passage, but it simply 
served as a graphic reminder of how the recipient of the letter 
might come to tiie city and purchase goods without any expense 
for railroad fare. 

SCHEME *-THE "SPECIAL DISCOUNT" CARD 

In planning a big seasonal or special sale, it is usually best, 
to advertise it extensively in the local newspapers, which circulate 
among the farmers. But Hve retailers have learned that the 
newspaper pubHcity can be given an individual and personal 
appeal, which is doubly effective, when introduced by letters. 
These letters are primarily for the purpose of calling the custom- 
er's attention to the announcements of the sale running in the 
newspapers, and for making each recipient feel that the retailer 
has written him a personal letter, so that it will be possible 
for him to take advantage of the bargains which are offered. 
In order to make this letter really effective it is de- 
sirable to add some little inducement not included in the 
newspaper. 
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One excellent scheme is a special discount card. In the first 
letter which the prospect receives, there is enclosed a card which 
entitles the holder to a discount of five or ten per cent from the 
regular sale prices quoted in the newspaper adveHisement. 
Tbe recipient is told that this discount to her is one that is sent 
to only a favored few. Her name is written in ink and the card 
is stamped with a serial number. 

This first letter is followed up within a week by another 
calling the recipient's attention to the card and the fact that the 
limit on the offer is about to expire. Occasionally, a third letter 
is written to the persons whose cards have not been redeemed at 
the store, stating that the retailer has decided to extend the limit 
for a few days longer. In this letter another discount card is 
enclosed and marked, ''Special Duplicate.' 

SCHEME ^-SPECIALIZING ON STAPLE GOODS 

Observe how a Michigan dealer talks to his prospective cus- 
tomers about his flour, when he opens a letter as follows: ''If it 
were possible for me to do so, I would like to call on you and 
your neighbors, just for the purpose of telling you about our 
Exoello flour. You can use in time a sack or two of good flour 
— ^it is staple — ^it is a necessity — so even if you are not ready to 
buy any flour just now — ^why not anticipate your wants and 
take advantage of the low prices I am quoting you today — ^and 
come in the next time you are in town." Enclosed in this letter 
was a return post card, on the back of which the recipient of the 
letter could fill in the amount of the flour she desired at the piloe 
quoted her in the letter. Then the merchant would hold the 
flour for her until the next time she came into the city. 

SCHEME lO-CUSTOMERS' LISTS FROM BANK CASHIERS 

In Birmingham, Alabama, a furnishing company has built 
up a business among out-of-town patrons which nearly equals 
that of the patronage of the customers in Birmingham. This 
is a quality shop, selling a high grade men's furnishing goods. 
In every community a shop of this kind must necessarily appeal 
to a limited number of persons who appreciate and are willing 
to pay for quality goods. The town of Birmingham, in itself, 
did not offer enough business for this retailer. Consequently 
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he decided on a maQ campaign for business among out-of-town 
buyers. 

Personal letters were written on high grade embossed 
letterheads to the cashiers of banks in the smaller towns surround- 



Dtar Blr:- 

¥• d«tlr« to obtain tho naaot of tho bob and youns man 
of your oity whon you think would bo apt to patroniso an ostab- 
lithnont whare the better gradet of men't wearable are featured, 
and as you art doubtless in a position to best giro us this inf or- 
■ation wo writ* to ask if you will bo kind onough to furnish us 
with suoh a list of naaos. 

Thoro aro. of ooursa, in all oities a few who would 
not bo oonsidorod responsible or, at least, pronpt pay in the 
oTont a oharge aooount should be opened with then and in the list 
you furnish us will ask that you designate those whon you boliere 
to bo responsible and deserring of a oredit aooonaodation. We 
will treat the aattor in striot oonf idenoo and highly appreoiata 
this serrioe whioh. we assure you» will not go by default. 

We oondttot a high olass olothing, hat and furnishing 
establishaent and realise the diffioulty one often has of ob- 
taining this oharaoter of wearables in their hone oity and it is 
for the purpose of getting in oloso touoh with the better ole- 
nent of men in your ooamunity that wo ask for this list of naaas. 

Assuring you again of our approoiatioa and a daaira 
to reoiprooate the faror. wo are. 

Binooroly yours. 

BTAnOKD COHPAST. 4 



This letter woe $erU ovt hy a quality clothing ehop in Birmingham to 
cashiers of banks in smaller towns ^ asking for the names of men who 
might be interested in buying a better line of clothing and furnishings 
than is carried in a small sto^. These letters secured a valuable mailing 
list for the store 

ing Birmingham. In these letters the retailer frankly told the 
cashier that he wished to obtain the names of the men in the 
banker's town who would be apt to patronize an establishment 
where the better class of men's clothing was featured. In this 
letter the retailer pointed out the fact that his clothing shop 
carried clothing and men's wearables which the retailer in smaller 
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cities could not afford to keep» because the call for them waa so 
limited. The banker, in almost every instance, realized that 
there were a few men in his town who did buj in Birmingham 
and other southern cities certain articles of clothing that could not 
be secured in the local stores. Consequentlj, he was willing to 
send these names to the retailer, after he was assured that they 
would be held in the strictest confidence. 

The retailer received replies from all but six of the cashiers, 
and each gave him a splendid list of names. The advantage of 
securing these names from the cashiers was that in almost every 
instance only those persons were selected to whom a credit 
account could be safely given. 

As an expression of tiie retailer's appreciation, he sent each 
of the cashiers giving him a list of names a cravat of excellent 
quahly, stating in his letter that he hoped the cashier would 
accept it in the spirit in which it was given, and invited him to 
visit the store at the first opportunity and make himself known. 
This aeoond letter to cashiers alone well repaid the trouble and 
expense incurred, as they were generally appreciative of the un- 
expected gift, and the result was to make friends for the store of 
at least one influential and reliable citizen in eveiy town within a 
reasonable trading distance. 

The names furnished by the cashiers of the various banks 
were filed on 8 x 5 cards, which have spaces for the name, address, 
size of coat, trousers, hat, shirt, collar and hose, with lines at the 
bottom for filling in the amounts which might be purchased 
from month to month. One space was reserved also for the 
person recommending the name. Persons who opened charge 
accounts and also those who bought for cash have had the 
amounts entered under the month in which the purchase was 
made. 

When this list of names was finally made up, a carefully 
prepared personal letter was mailed to each person, telling 
him that he had been suggested as a person who would 
be interested in the retailer's clothes and who would want 
to visit the quality shop the next time he was in Birmingham. 
These letters are systematically followed up by means of booklets 
and other letters. The result of this little campaign has been to 
place the retailer in close touch with the most desirable element 
of the many small towns within his natural trade zone, and it 
has made many valued customers, who not only visit and buy in 
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the shop when in the city, but who make use of the mails for 
ordering articles of apparel which are sent subject to approval. 
In some instances where the amounts are so large Uiat the 
necessity for further credit information concerning an individual's 
responsibility is evident, the friendly cashier, who has previously 



D«ar 81r:- 

Tour n»M9 hat tottn ■uggttttd to ut as on* who would 
likely b« inter«st«d in men's wearables of the hotter olast and 
w* take thie method of extending an inritation for you to pay 
our shop a Titit when In the city. 

We reoognise. and appreciate the fact, that a person 
prefers to lend support to home estahlishaients hut is often 
unahle to procure from them all the articles of clothing and 
hats and furnishings of the quality he would like to wear and it 
is this part of your patronage we wish to solicit. 

Tou will find our wearables to he not only correct as 
to style, hut to possess a degree of quality and character far 
ahore the commonplace and in which you can place absolute 
reliance. 

Trusting to he farored with a risit from you on your 
next trip to Birmingham and assuring you of our high appreciation 

for your patronage, we are, 

« 

Bespeot fully. 

BTAJnOKD COHPAST. 



This letter was tued to bring the shop to the attention of the possible cut- 
tomerSn It was carefvUy toorded to make the recipients feel that they were 
not disloyal totheir local merchants by making purchases in the larger city, 

recommended the name, is only too glad to furnish the dealer 
with a report on which a reliable decision may be based. 

SCHEME 11— A BANK CHECK ENCLOSURE 

The best advertising scheme ever used by a concern in 
Atlanta was based on a letter in which it said that the recip- 
ient's time was valuable, and that the firm wa^ willing to pay him 
for it, at the rate of ten dollars a day. "We want just two 
odcutes of your time," the letter read, "and although this letter 
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18 well worth your time, we are willing to pay you for the two 
minutes, for which we enclose our check for five cents." 

The letter went on to call attention to the store's new stock of 
goods. Many persons laughingly brought in their checks to be 
cashed. Some sent them through their bank. The scheme 
proved to be a tremendous success and brought more new 
business than any other plan ever devised by these retailers. 

The proprietor of the retail store, selling the more staple 
articles, often feels that he cannot adopt many of the sales 
schemes used by his neighbors. He thinks it impractical to 
use letters in his soHcitations. An Iowa grocer, however, has 
built up a big business among the farmer trade by appealing to 
them along the line of pure groceries. He has won their confi- 
dence by sending them letters opening in such a way as, ''Why 
not serve fure groceries on your table in the future — ^when they 
cost no more? At least give our grocery department a trial. 
Come in to see us the first time you are in town." 

SCHEME 13— A '*FREE*' $5.00 CERTIFICATE 

An Ohio store used a special certificate scheme with most 
satisfactory results. The certificate in itself is the basis of a 
campaign. Under this scheme the retailer advises that with 
every $20.00 purchase, the customer will receive a certificate, 
which will entitle him to $5.00 worth of merchandise absolutely 
free. This proposition proved exceedingly attractive to 
prospective customers. The merchant, at die time of the 
sale, can easily afford to make an offer of this kind, for 
$5.00 worth of merchandise, priced at retail, does not mean that 
these goods cost him $5.00. This scheme is backed up and 
given impetus by means of letters mailed to customers and 
prospective customers. In each letter the proposition is plainly 
described. A copy of one of the certificates is sent, marked in 
red ink across its face with the word "sample." 

Another plan which never fails to appeal to out-of-town 
trade is the offer to pay car fare if the purchases exceed a certain 
amount. Some stores offer to give away an elegant dinner set 
with purchases above a stated amount. These dinner sets, 
in English or American porcelain, may be secured at very 
low prices — so low that on purchases amounting to $50.00 or 
$75.00 an entire 100-piece dinner set may often be given awav. 
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